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Next Week’s Issue of 
Hardware Age 


HIS is the season of great 

activity in the toy and 
Sporting goods departments. 
While Christmas sees a heavy 
increase in the volume of these 
lines, they are decidedly all year 
merchandise, and contacts made 
at this season will be continued 
throughout the year. Next 
week’s issue of HARDWARE 
AGE will carry eight pages de- 
voted to the merchandising of 
toys and sporting goods. 

The regular features will 
also be well maintained and the 
issue will be one of special value 
to the retail hardware man. 


Watch for next week’s issue. 


What They Say About Us 


I am inclosing check herewith and 
take this opportunity of advising 
you that I derive a great deal of 
benefit from reading HarpdWARE 
AcE and would not wish to be. with- 


out it. 
H. H. Carsray, 
Ketchikan, Alaska. 





You will find inclosed my sut- 
scription to HARDWARE AcE. I/t is 
@ great magazine and I read it from 
cover to cover every week. 

Ratew W. Wuite, 
37-20 20th Street, 
Jackson Heights, L. I. 





Inclosed find my check to cover 
subscription. I have enjoyed every 
issue during the past year. I would 
hardly know how to get along with- 
out the HARDWARE AGE. 

(Signed) C. F. Vorues, 
Columbus, Ohio. 
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You won’t find anyone paying ten 
dollars, twenty dollars, for the priv- 
ilege of watching you open a box 
of ordinary butt hinges. But thou- 
sands will pay twice that amount to 
see two heavyweights throw boxing 
gloves at each other. They get a thrill 
from it. 


Thrills and money move together. 
There’s no thrill for the purchaser 
in ordinary hardware, but thousands 
of home builders thrill to the beauty 
and romance of Forged Iron Hard- 
ware by McKinney. And there’s more 
money in it for the hardware man. 


A store with a thrill is an interest- 
ing place to buy. Seat your prospects 
before a display of McKinney Forged 
Iron. Watch it attract their interest. 
There’s profit in sales which are 
made with enthusiasm. McKinney 


Manufacturing Co., Pittsburgh, Pa. 


Thrills and 


money move together 

























A modern adaptation 
of an English doorway, 
trimmed with Me 
Kinney Forged Iron. 
How much more inter- 
esting it is than it could 
possibly be if ordinary 
hardware had been 
used, 








































At left: Warwick de- 
sign hinge strap, as 
used on doorway above. 
A beautiful example of 
modern workmanship. 


















FORGED IRON HARDWARE 
by MCKINNEY 





At right: McKinney Forged Iron 
Lantern; Salem design, as used 
above. Rust proofed, furnished 
with genuine crackle glass. Also, 


Warwick Handle Set. Note rugged . 


texture and graceful shape. 
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WINDS 


Merchandising in a Buyer’s Market 


UYING is the dominant factor in merchandise 
distribution today. Why? Because we are 
in the midst of what is termed a Buyer’s 


Market. 


Our capacity for production has temporarily 
outstripped our capacity for consumption. The 
capacity for production in other countries is grow- 
ing, making it difficult to sell our productive sur- 
plus abroad. This has led to unprecedented efforts 
on the part of producers to market their wares. 
Merchandise is seeking the dollar, where only a few 
years ago the dollar was diligently seeking the mer- 
chandise. 


When dollars compete for merchandise we have 
a seller’s market. When merchandise competes for 
the dollar we have a buyer’s market. In a seller’s 
market, a merchant’s competitors are only those 
who sell the same kinds of merchandise which he 
carries in stock. In a buyer’s market his competi- 
tion includes all those who have anything to sell. 
Today the men who sell automobiles, pianos, furni- 
ture, jewelry, or even real estate, are as much your 
competitors as are the other hardware stores of 
your community, the chain stores, or the mail order 
houses. 


The function of the merchandise distributor is 
therefore entirely different from what it was at the 
close of the World War. In those days there was 
an actual shortage of many kinds of merchandise. 
The seller held the whip hand. The function of the 
wholesaler was to sell the products of the manufac- 
turer to the retailer. The retailer’s function was to 
sell those same products to the consumer. The con- 
sumer’s function was to hand over his dollar for 
whatever the seller wished him to buy. 


Now all that is changed. The function of the 
wholesaler today is to buy from the manufacturer 
the merchandise which his dealer customers de- 
mand. The function of the retail merchant is to 
buy from the wholesaler the goods which his cus- 
tomers want. The consumer’s function is to choose 
what he wants, and the price he is willing to pay. 


This does not mean, however, that selling is a 


lost art. Selling is more important today than it 
ever was, because it includes buying. Neither does 
it mean that the consumer is interested only in price. 
Instead, it means that the consumer is free to choose 
what he wants; that in the majority of cases he has 
the money to satisfy his reasonable wants. 


Selling therefore in the present buyer’s market 
covers a much wider range than it formerly did. It 
includes ascertaining what the consumer wants and 
buying it in adequate quantities to fill that want. It 
includes displaying and advertising goods to stimu- 
late desire into action. It means helping the con- 
sumer to determine what he really wants, as dis- 
tinguished from what he thinks he wants. In the 
hardware field it includes making him want the 
hardware items carried in your stock; more than 
he wants similar products carried by other mer- 
chants, and also more than he wants any other prod- 
ucts offered for sale. 


A buyer’s market is logically a quality market. 
Since the consumer can be the chooser, he natural- 
ly chooses the best he can obtain for the money he 
has to spend. 


If he chooses cheap merchandise, it is because the 
vendors of cheap goods are using better salesman- 
ship than are the vendors of better quality mer- 
chandise; because they are able to make him be- 
lieve that the cheap goods they bought for- him are 
the goods which he really wants. 


The sellers of cheap merchandise have the hard- 
est of selling tasks. They must convince the con- 
sumer, who in the majority of cases can afford bet- 
ter merchandise, that the first cost is more to him 
than a quality which will insure lasting satisfac- 
tion; that price means more to him than pride of 
ownership or intrinsic value. They must hypnotize 
people who want the best, into believing that they 
will be satisfied with the least. 


The purveyor of good value merchandise in a 
Buyer’s Market, who allows a cheap goods com- 
petitor to win his customers from him does not 
belong in business today. He is ten years behind 
the procession. 
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The newly equipped store of Librett’s, Inc., New Rochelle, N. Y., providing 15,000 square feet of display and selling space 


Librett Left a Better Location 
to Obtain a Better Store 


“6 E are 
not en- 
tirely 


satisfied with our 
new store and 
never expect to 
be,” said Aaron Librett of Librett’s, Inc., New Rochelle, 
N. Y. “By that I mean that we are always learning new 
and better ways and are making changes continually. 
Basically the store is right, but in minor details we are 
always learning a new kink and putting it into operation. 
We left a better location to obtain a better store, and are 
well pleased with the results to date,” he continued. 

The new store is about four blocks from the former 
location on North Avenue, and has been considered by 
some to be a block or two out of the normal retail section. 
but in the experience of the owner this is compensated 
for in the increased numbers of women driving cars and 
using Librett’s as headquarters for their purchases. 
There is ample parking space and less traffic confusion 
at the new location. 

Three months ago Librett’s invited customers and 
prospects to visit the new store with its modern display 
equipment and its increased facilities for prompt and 
efficient service. For three days demonstrations on 
paints, tools, housefurnishings and other basic lines 
attracted fairly large crowds. At no particular hour was 
the store badly overcrowded for long duration but a 
steady stream of interested visitors did attend the dem- 
onstrations and many purchased goods demonstrated 
and a very large percentage “sold themselves” goods 
from the new open-type display fixtures. The opening 
day was Sept. 6. No attempt to sell goods was made 


New Store in New Rochelle, N. Y., Shows 30 Per Cent Increase 
in Sales Over Check-up Period of Three Months. An Outstand- 
ing Retail Establishment Among the Good Stores in the East. 


on this day, 
though many 
people saw mer- 
chandise which 
they desired and 
bought. 


The invitation was given through newspaper ads, let- 
ters, circulars and with large banners on trucks and 
across the store front. 

Checking sales in the new store for the past three 
months shows that a comparison with sales of the same 
period in 1927 is about 30 per cent in favor of the new 
store. Mr. Librett’s informal estimate is that he has 
about 1000 per cent more display space. Second sales are 
so great that comparison is impossible. 

Ten years ago Librett started in the retail hardware 
business. The business grew largely through the intel- 
ligent energy of the owner. The old business suffered 
growing pains for the past year or two, so Librett planned 
a new store, which is easily an outstanding retail estab- 
lishment among the good stores in the East. In the new 
store the variety of goods has been almost doubled, the 
floor space is at least tripled and an increased staff was 
imperative.. The present personnel is 17, which includes 
7 men and I woman on the sales ffoor; 2 drivers, 4 
stockmen and 1 man and 2 girls in the office. Both 
drivers and stockmen serve on the retail floor in emer- 
gencies, as does the man in the office. 

Success in the old store was the reflection of the man 
Librett and his tireless energy, his personal attention to 
almost every painful detail. This same theory is not 
practical and is hardly possible in the enlarged store 
Librett knows that the next ten year’s record will be 
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largely the results obtained by his staff working together 
under his direction rather than a personal record. 

To assure efficient operation, courteous treatment and 
intelligent selling the entire store staff holds weekly store 
meetings, which start at 7 in the evening and break up 
when completed, which means that this staff is vitally 
interested in making a record. Each employee realizes 
that his future compensation must come from the profits 
of the business and is determined to make the Librett 
venture a success. At these Tuesday night meetings 
salesmen of basic lines are to speak. They will bring 
demonstration equipment, samples of new items in their 
lines and will give this retail group explanations of 
selling methods for such lines. Questions will be asked 
and answered. The 
purpose is to make 
better hardware 
salesmen. 

During _ these 
meetings problems 
encountered are 
brought up for solu- 
tion. The benefits 
of collective thinking 
on store problems is 
obvious. Mistakes 
are brought up for 
correction. It is in- 
tended that all dis- 
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cussions be made freely, not for the purpose of fastening 
the blame but to correct mistakes and to increase the 
store efficiency. 

The new store provides 15,000 square feet. The new 
fixtures were planned, manufactured and installed by 
W. C. Heller & Co., Montpelier, Ohio. The business is 
incorporated, with Aaron Librett as president, Mrs. 
Librett as secretary and Chas. Librett as treasurer. 

The floor is divided into eight sections, in order that 
each member of the sales staff will have an individual 
department to take charge of displays, stocks, pricing, 
etc. Each person is responsible for his own section, but, 
of course, in selling must handle business in all part of 
the store. 

Window displays are changed every 
other week. Various members of the 
staff take turns making displays with 
the happy result that about half of the 
staff have discovered an interest and 
talent for display work not previously 
suspected. 

(Continued on page 92) 


New Equipment 
in Librett’s, Inc. 


These photos show 
close-ups of some of 
the new. display 
equipment in the 
Librett store at 
New Rochelle. The 
arrows indicate the 
location of these 
units in the store 
arrangement 
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Earl W. Whiting, display and advertising manager of the Leitz Hardware Co., Minneapolis, Minn., arranged this Christmas tool window 


Let the Tool Department Share 
In the Christmas Budget 


The Growing Interest of the Amateur Tool User Creates a Place for 
High Grade Tools Among the Christmas Gifts 


OOLS properly displayed during the pre-Christ- 

mas buying season have an irresistible fascination 

for all red-blooded men who are tired of receiving 
as Christmas presents, useless jimcracks, variegated 
socks that won't fit and cigars that have only a holiday 
flavor. Down in their hearts, these men yearn for 
something more useful, practical, satisfying than these 
common remembrances. They appreciate the gift of a 
good tool, which will always cause more male sunshine to 
be spread throughout the year, than almost any other 
gift. 

In order to focus the mind on tools as gifts, the wise 
hardware dealer will dress up his stock with holiday 
trimmings. Holly boxes for hammers, saws, hatchets, 
screw drivers, chisels and many other items will add a 
real Christmas flavor. Holly paper with colored twine 
and a tag will complete the picture. 


Christmas Wrapping Helps Sell Tools 


Many tool manufacturers have realized the merchan- 
dising advantages of Christmas wrapping and supply 
special holiday boxes. In most cases these special boxes 
will fit over the regular stock box, so that holiday goods 
not sold, may be put in regular stock and have the-con- 
ventional carton. 


Tools lend themselves particularly well to display. 
They are bright, clean, articles and blend well into the 
regulation Christmas colors. Try an imitation red brick 
background, holly trimmed stands, festoons of Christ- 
mas paper and imitation snow on the floor of your 
Christmas tool window. Tie red and green bows on the 
handles of the merchandise displayed, in order to 
further build up the Christmas spirit of the display. 


The Tool Department Will Benefit From 
Advertising, Too 


In your Christmas tool advertising enlist the family 
in the idea of buying tools as a present for Dad. Adver- 
tise to the wife and children. Make your message appeal 
to them. Use the: manual training field as a basis o! 
tool gifts for boys and young men. It is not difficult to 
obtain the names of the pupils in those classes. 
mimeographed letter, addressed personally to Mother 
or Dad should bring results. Or, write the boys them- 
selves, inviting them to come in and look at the tools 
and tool sets on display. Many will accept and the re- 
ports given at home of your store, will bring added 
business. 

In your circulars or direct mail advertising literature, 
emphasize the utility of tools and stress the importance 


























































of making a useful presentation to a friend or 
relative. James & Hawkins, Inc., Jamaica, N. Y., 
have found the December sales on tools, largely 
for gift purposes, to be one of the most profitable 
phases of their winter business. Starting in the 
early part of November, this firm features tools 
in its windows and distributes an attractive red 
and green circular, calling atterition to the com- 
pany’s complete assortment of tool kits, work 
benches, tool chests and individual tools. This 
circular is placed in every wrapped package. 
mailed out with November and December state- 
ments and sent to a selected mailing list. 


Some Examples of Tool Merchandising 


The S. H. Davis Co. retail hardware distributor 
in Boston, Mass., makes a special effort to sell 
tools for Christmas gifts. The company installs 
many real holiday window displays that fairly 
breathe the spirit of Christmas. This idea is car- 
tied into the store with interior decorations and 
displays. In addition, the Davis Christmas adver- 
tising has always received special attention and 
as a result, is unusually attractive and effective. 

In the weeks before Christmas, the Davis store sells a 
large volume of tools, most of which are destined to be 
presented as Christmas gifts. 

In New York City, Hammacher, Schlemmer & Co. 
put special effort behind their tool sales during the month 
of December. This large retail firm uses car card adver- 
tising with good results. One or two windows have 
special Christmas window displays and in the store are 
shown several displays of tools that tend to stimulate 
the sale of this merchandise. 


Christmas Circulars Are Effective 


An attractive twelve page Christmas circular in the 
form of a mailing piece was sent out recently by the 
J. D. Loizeaux Lumber Co. of Plainfield, N. J. 


Two 
ges were devoted to the presentation of their tool stock. 
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Here are photos of 
two stores that have 
found tools responsive to 
sales effort at the Christ- 
mas season. At the left 
is the tool department of 


the Palace Hardware 
Co., Erie, Pa., where 
holly and other Christ- 


mas decoration is used 
to bring the department 
into the Christmas pic- 
ture. Tool sets and sin- 
gle items are sold ‘in 
good volume as gifts. 
Below is the window 
display of A. M. Lubash 
& Son, Richmond Hill, 
N. Y. Here the window 
floor was covered with 
artificial snow and frost, 
the Christmas colors, red 
and green, being used in 
the crepe paper tubing 
at the sides and back. A 
simply constructed dis- 
play that was a success. 
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The descriptions and illustrations brought in a good 
volume of business from the selected mailing list which 
the company prepared. 

Say it with tools this year and your customers will say 
it with cash purchases, making live profits for your store. 
“Christmas comes but once a year and when it comes, 
it brings good cheer” also good tool business to retail 
hardware dealers who will go out after their share. 

Amateur users of tools are becoming more and more 
of a factor in the tool business, and the hardware store 
that can interest its customers in them at the Christ- 
mas gift buying season, is likely to have more sales of 
tools throughout the year. The tool user is always find- 


ing a new need for further equipment, to say nothing of 
the many accessory items that go along with his building 
needs. 
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“The New Age of Radio” 


By Saunders Norvell 


AST night, Tuesday evening, Nov. 27, was the 
Eighty-sixth Meeting of The Economic Club of 
New York, held at the Hotel Astor, in the grand 

ballroom. 

The subject for discussion was “The New Age of 
Radio.” Now, I must confess that I have never had 
much use for the radio. I have refused to have one in 
my home. After a strenuous day’s work in town I like 
an easy chair, a good lamp on the table, a book and, 
above all things, quiet. Therefore, being “ferninst” a 
radio, I thought the proper thing in the development of 
my alleged mind would be to go and hear what the radio 
experts had to say about the radio. I did not ask a 
guest. I went alone. Guests divert one’s mind from the 
subject in hand. “Tonight,” I thought, “I will go, 
listen and observe.” So I went. 

There were about a thousand men, all in evening 
clothes, sitting around the little numbered tables. In 
New York we have all kinds of crowds and all kinds of 
audiences. They are all different. The crowd that at- 
tends Ziegfeld’s Follies is entirely a different crowd 
from that which goes to the Theatre Guild. “Birds of a 
feather flock together.” 

After bowing to the others at the table and taking my 
seat, the first thing I observed, even for such a large 
crowd, was the high average appearance of the men. 
It was rather a middle-aged crowd, a good many heads 
white and others highly poltshed. 

The next thing that struck me was the complete ab- 
sence of a speaker's table. What a blessing! Speakers’ 
tables are horrible things to sit at or to look at. For a 
person to sit in an audience and stare at twenty or 
twenty-five corpulent gentlemen in evening dress, with 
white vests, is trying on the nerves. 

The speaker’s table always reminds me of a collection 
of enormous wax dolls all dressed up. Then, too, it 
detracts from the effect of the speaker when these gen- 
tlemen at the speaker’s table doze or play with their 
napkins, or give other evidence of being tired and 
bored. It is, of course, impossible for any speaker, no 
matter how eloquent, to interest other speakers at a 
speaker's table. Most of them are thinking of their 
parts and are hating the present speaker for taking up 
so much time when they are to follow. 

Our little table was well placed. Not far from us was 
a small rostrum—a sort of pulpit. You entered it by 
way of a few steps. It was surrounded by a solid rail- 
ing. The speaker was fairly well elevated above the 
audience, and you could only see him ‘from the waist 
up. Immediately back of this rostrum was a dark cur 
tain, which threw the figure of the speaker into strong 
relief. 

But the thing that especially attracted my attention 
was the lighting arrangements. There was a sort of 
hood over this rostrum, and in this hood was a strong 
light that fell directly upon the speaker. If he used notes, 
this light was of great assistance. When the speaker 
took the rostrum he was easily the most conspicuous 
figure in the room. He was in a center of light. 

The speaker’s table, where all the notables sat, was 
down in front of this rostrum, but on account of the 
other guests being on the same floor level, you could 


not see them until the speaker rose and entered the 
rostrum. The attention, therefore, was centered upon 
one speaker at a time, and you could catch every expres- 
sion of his face on account of the excellent light. 

Then, of course, being a radio affair, there were, no 
doubt, loud-speakers, but these economic devices were 
carefully hidden. There were no “mikes” in sight, but 
it was evident, from the clearness with which every word 
could be heard, that the radio had been used in a 
modern and up-to-date manner in broadcasting the re- 
marks of the speaker in every part of the large room. 

We are just on the eve of many hardware sales meet- 
ings, conventions and banquets. Allow me to suggest 
that instead of the traditional speaker’s table that this 
arrangement of The Economic Club be followed. For 
my part, I never saw anything like it before, and it is a 
great improvement upon the old methods. 

The toastmaster of the evening was General James G. 
Harbord, now president of the Radio Corporation of 
America. The last time I saw the General was in a golf 
game at Appawamis. Making one of my best drives, 
my golf ball missed the head of the General about 6 
inches. I remarked to him afterward that if I had killed 
a general of the United States I would have accomplished 
something that the entire German army could not do, 
and that besides, such a feat would have been excellent 
advertising. I would have had front page space in every 
leading paper all over the world. The General smiled 
rather grimly and said that he did not believe, even at 
the front in France, he had ever had such a narrow 
escape. 

General Harbord introduced the several speakers. Un- 
like many toastmasters, his remarks were very brief and 
to the point. He did not indulge in any stories. 

The first speaker was Honorable O. H. Caldwell of the 
Federal Radio Commission. Mr. Caldwell is a very 
handsome, well-preserved man, with the appearance of 
ant ex-football player. He told us all about the confusion 
that existed in the air, the various wave-lengths had 
not been systematized; the eastern part of the country 
used up some of the most popular lengths so that the 
western parts of the country were short of these lengths. 
A proper distribution had to be made. This, of course, 
led to some complaint, but the Commissioner attempted 
to be fair in distributing licenses to use certain wave- 
lengths. 

Mr. Caldwell told us that the job of the Federal Radio 
Commission turned out to be a bigger one than they had 
expected. They thought they could clean up the air in 
a few months, but that they found many problems and 
many difficulties. 

Knowing nothing whatever about the handling of a 
radio set I was interested and when he told the story of 
the radio dial, he said to the left of this dial were the 
short waves. These waves grew shorter and shorter on 
the left, but the curious fact was that some of these 
shortest waves were the most powerful. Then he said 
that when you turn the commercial dial around to the 
right you finally came to a stop. These dials were made 
to take in the average commercial radio waves. 

Mr. Caldwell stated that if you could continue to turn 
your dial to the right you would next come into the 
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“marine waves,” the ships signalling to each other, and to 
the land across the ocean. He said that radio communi- 
cation on ships had been so perfected that it was now 
just as simple to communicate with ships in almost every 
part of the world as to send messages by wire. 

If you could continue to turn your dial to the right, 
you would next come into the international radio waves, 
one country communicating with another. If you could 
turn still farther, your dial would reach the long waves, 
by which the great radio stations of the world commu- 
nicate with each other. 

This reminds me of the occasion when I once went 
into the dynamo room of the radio station in the Eiffel 
Tower in Paris. This room, with its powerful motors 
in full operation, was nearest to a suggestion of the 
realm of his Satanic Majesty than any place I have so 
far seen. 

Mr. Caldwell told a number of amusing stories, but I 
noticed at this meeting a curious fact, that funny stories 
did not take very well. The members of The Economic 
Club and their guests had gathered together to learn 
something about this great new force of the radio and it 
was evident they were not in a mood to be amused. They 
wished information. 

After Mr. Caldwell had finished and received a liberal 
share of applause, General Harbord stepped up into the 
rostrum and very tactfully and briefly referred to the 
next speaker—Mr. David Sarnoff, vice-president and 
general manager of the Radio Corporation of America. 
General Harbord stated that Mr. Sarnoff was probably 
the greatest living authority on the radio, and then he 
added that he was a young man of only 37 years. 

Mr. Sarnoff then ascended the rostrum. He was a 
very well nourished looking individual, dark hair and 
eyes, a full face and a very charming, well-balanced 
manner. He spoke without notes, and his diction and 
enunciation were excellent. You could hear every word. 
He understood the value of an occasional pause. He 
spoke for almost an hour, and never for one moment did 
he hesitate or repeat or lose his place. It was evident 
that his address had been very carefully planned, and it 
unfolded just like the strategy of a well-managed battle. 
He never once used the pronoun “I” in his entire address. 
He did not attempt any histrionic effects. As I listened 
1 said to myself, “He is an illustration of an unusual, 
well-disciplined, thoroughly trained mind.” I have no 
doubt that what Mr. Sarnoff did in the way of speaking 
was a very easy thing for him to do, simply because he 
had the mind that could do that kind of thing easily. 

Mr. Sarnoff gave us some very interesting facts about 
the radio, but first of all he admitted frankly that the 
greatest experts in radio knew little or nothing about 
the tremendous force they had harnessed and were 
using. He said they did not know what happened in the 
air from the time the wave-lengths were released by the 
transmitter until they reached the receiver. All that was 
a deep mystery. 

He did dwell upon the development of commercial 
radio, and he made the interesting statement that in the 
past five years more radios had been installed than the 
telephone company had installed telephones in fifteen 
years! From a small industry five years ago the radio 
business now amounts to $500,000,000 a year. 

The curious part about the radio business is that they 
do not collect any fees of any kind from their sub- 
scribers. Radio, in a sense, is free to the world. On 
the other hand, they are compelled to derive their income 
from broadcasting stations and advertising. No other 


industry in the country had ever been built up on such 
an unusual basis, stated Mr. Sarnoff. 

Then he spoke of visiting Senator Marconi on his 
yacht “Electra.”” They sailed around Great Britain. 
This yacht did not carry any of the usual navigating in- 
struments. It was navigated entirely by radio. He 
made the statement that a radio message traveled at the 
rate of 186,000 miles a second. In other words, while 
they were experimenting with the radio on Marconi’s 
yacht the message in a second would go around the 
entire earth and come back to them five or six times! 
This, he said, was known to radio men as “the radio 
echo.” 

In the beginning, they could only operate short dis- 
tances. Now the trouble with radio is that the radio 
operates very long distances. The capacity of the radio 
has become a handicap instead of an advantage. Senator 
Marconi remarked that when one dealt in radio and 
wave-lengths they found this earth of ours a place that 
was entirely too small. 

He told us about Marconi’s yacht, the “Electra.” It 
is really a floating laboratory. Happy Marconi! He 
goes on board his yacht and he does his work and no 
one can reach him. 

On this yacht, off the coast of England, at one time 
they were in constant communication with 28 different 
nations. Messages were coming and going to China, 
to India, to Egypt, to Australia, to America. 

Then he talked to us about television. This is the 
coming development. Pictures are being sent by radio, 
and after a while we will not only have music and talk- 
ing but we will have pictures in all of our homes. 

The he smiled and told us a curious thing. Television 
pictures can only be taken of brunettes. If a beautiful 
blonde wished to send her picture to her sweetheart by 
radio, it would turn out a blank. Then, he added, the 
best subject for television among the young ladies would 
probably be found on the East Side of New York. 

Mr. Sarnoff stated that the time was at hand when 
telegrams would be delivered in the handwriting of the 
sender ; in other words, by television. Signatures, papers 
and documents would be signed and delivered by tele- 
vision from one part of the world to another. Stop and 
think of the time that will be saved! 

Then, with a smile, he referred to what Emerson said 
about the mousetrap, about those who made a perfect 
mousetrap. “Mousetraps,” he said, “have been well 
made by various companies. Then they had a price-war 
on the traps. There was all kinds of bitterness and 
competition between the manufacturers of mousetraps. 
Then suddenly, and unexpectedly, someone else found 
out how to exterminate mice without traps, so the busi- 
ness of the mousetrap manufacturers was all gone.” 

Of course, he referred to telegraphy, to the cable com- 
panies and the telegraph companies that fought each 
other and then they were suddenly confronted with this 
new force—the radio. He also no doubt referred to the 
manufacturers of phonographs that fought between 
themselves. There were trade wars in this one industry. 
Then suddenly something new was developed that does 
the thing in a different and in a better way. 

“So,” said Mr. Sarnoff, “changes are taking place in 
business. The world is a great laboratory. New ways 
of doing things are being discovered. New wants are 
being created. Changes in business, as a result, are tak- 
ing place over night.” 

The most interesting part of this address was the 
predictions of the things that are going to happen in the 

(Continued on page 86) 


45 





ee mann ere 











HARDWARE AGE for DECEMBER 6, 1928 





The Inconsistency of Distribution 


By C. J. Whipple, Pres. Hibbard, Spencer, Bartlett & Co. 


HE representative of a promi- 
nent manufacturer called on me 


a few days ago and his conver- | 
sation left me with a good deal to | 
He started his talk by | 
commenting on my address at the At- | 
lantic City convention of the Ameri- | 
can Hardware Manufacturers’ Asso- | 
ciation and then went on to tell of the | 


think about. 


sales policies of his own organiza- 
tion. 


actually refused orders from 
chains and mail-order houses. 

do not maintain branch stocks nor 
solicit retail trade direct. 


is possible. 


one of our competitors. 
ticular competitor does all of the 
things that we are not guilty of. He 


openly solicits the mail-order and 


chain-store trade and permits a resale 
price that a dealer cannot meet at a 
satisfactory profit. He not only sells 
you but tries to sell your customers at 
prices that are less than your own re- 
sale prices on the same merchandise. 
Now, Mr. Whipple, are you sincere 
in what you are talking about when 
your buyer refuses to buy from me 
and favors this particular com- 
petitor ?” 

That got me to thinking and I 
started to investigate. I found he 
was right—even to the last detail. So 
at the next meeting of our buyers | 
related the above story and asked 
them to apply it to the various lines 
that they bought and see how many 


similar situations we have in our buy- | 


ing sources. We are going to make 


They sell only to jobbers— | 
have not only never solicited but have | 

the | 
They | 


In short, | 
this particular factory is as near per- | 
fect from the jobbers’ standpoint as | 
Then he went on to say: | 
“You buy some goods of us but the | 
principal line we make you buy from | 
This par- | 
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some changes as a result and try to 
be as nearly consistent as we can. 

But I didn’t stop thinking there. 
I wonder if other jobbers ever 
thought about the same thing. In 
these busy times and in a business as 
complicated as wholesale hardware, 
with its multitude of detail, principles 
are apt to be overlooked. It is human 
nature to do things in the easiest way 
and along the lines of least resistance. 
I thought I was sufficiently close to 
my own business so that a matter of 
this importance could not possibly be 
overlooked, so I’m wondering if it 
would not be a good thing if all job- 
bers would analyze the lines they carry, 
not on the basis of profits or sales or 
turnover but entirely on the basis of 
sales policy of the manufacturer. 
Isn’t it common sense for us to sup- 
| port the factory of the concern whose 











| sales policy is fair to the jobber an| 
independent retailer ? 


We have a great surplus of manu- 
facturing capacity. Unquestionably 
this is a buyer’s market and there are 
relatively few manufacturers who 
could be termed independent. As 
yet, with few exceptions, they are de- 
pendent upon the independent job- 
ber and dealer for more than 9% per 
cent of their distribution. Isn’t it 
time for the dealer to do a little think- 
ing about the lines he carries and the 
people he buys from? If the support 
of the dealer is withdrawn from the 
manufacturer whose policies we might 
term unfair, it will be found to have 
a decided effect. 

And then let’s carry the analysis a 
little further. Some jobbers oppose 
manufacturers in selling mail-order 
houses and then under cover solicit 
the business themselves. Manu fac- 
turers have frequently told me they 
thought it was better for the trade for 
them to sell to the mail-order houses 
direct and in this way they could 
persuade the mail-order house to ask 
a higher price for the merchandise. 
If they didn’t, the mail-order house 
would buy from a jobber and print a 
much lower price. This would be 
impossible if dealers were consistent 
and refused to buy from such a job- 
ber. 

It seems to me that in this com- 
plicated age, and it does seem com- 
plicated when we compare it with the 
past, it is time for all of us to think 
about one more thing’: the sales policy 
of the concerns we are buying from. 
Some individual action on the part of 
each of us will go a long way to re- 
move the present Inconsistency of 
Distribution.” 


Foster-Farrar Co. Offers Aid in Gift Selections 


the top of a full page advertisement inserted about 


i 
A two weeks prior to Christmas 


Farrar Co., retail hardware distributors of 162 Main 
Street, Northampton, Mass., had the following two 
paragraphs prominently boxed—“Much of the Christmas 
spirit means giving. We all wish to take our part in 
the Christmas festivities but some of us are rather up- 
in-the-air as to what to give—we want to give, but we 


don’t know just what to give. 


1927, the Foster- 


mas gifts.” 


“We may be able to help you solve your difficulties. 
Our stock is at your disposal to choose from and our 
sales force will he glad to assist you by making practical 
suggestions. On this page you will find mention of a 
few of the many items in our stock suitable for Christ- 


The sentiments expressed were evidently appreciated 
for the Foster-Farrar company reports a very 00 


Christmas business for 1927. 
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urance to an insurance broker is not a payment 
of the premium. There is no difference whether 
the policy insures against fire, burglary, liability or any 
of the numerous casualties from which the insurance 
companies offer protection. This rule of law, in many 
instances, results in severe hardship and loss, and in 
even more instances its existence is unknown. 

The ordinary merchant and business man desires to 
protect himself from risks that threaten his business. 
The problem of obtaining the right protection is re- 
ferred by him to some insurance broker with whom he 
is acquainted, or to whom he has been recommended. 
The selection of proper insurance may, of course, be 
sometimes first submitted to the insurance company it- 
self. The question, nevertheless, is invariably referred 
by the company to some broker, with the result that the 
man who wants the insurance always deals, not with the 
insurance company itself, but with an intermediary. 


Broker Agent of Man Insured 


After the character and amount of the insurance is 
determined, the broker sends in the application for this 
insurance to the various companies, the policies are for- 
warded by the companies to the broker, and the broker, 
in turn, delivers them to the business man whose prop- 
erty is to be insured. The policy is ordinarily either ac- 
companied or followed by the bill of the broker for the 
premium, and the business man who has thus insured 
his property pays the premium for the insurance to the 
broker who has acted for him. After the bill for the 
premium is paid the question of insurance is dismissed 
from the mind of the average man until the time when 
the policy will expire. 

The broker, except in very rare instances, is always the 
agent of the man who is insured, and not the agent of 
the insurance company. For this reason when a loss 
occurs that is covered by the policy and the policy itself 
has not been delivered to the insured, but has been de- 
livered to the broker, the insurance company must pay 
that loss. Again, when a loss occurs, the proof of the 
loss is ordinarily made out by the broker, or with his 
aid, and submitted by him to the company. 





ie payment of the premium on a policy of in- 
s 


Business Men’s Impression Erroneous 


In all of these various transactions there is a very 
general impression on the part of business men that, in 
dealing with an insurance broker, they are dealing with 
the company itself or at least the representative of the 
company. This impression may very well be described 
by the words of Bret Harte, “it is but it hadn’t ought to 
be.” The man who is insured is no more dealing with 
the company, when he gives any instructions or notices 
regarding his insurance to the broker, who takes care of 
such matters for him, than he has delivered goods sim- 
ply by loading them onto his own truck. The broker is 
the employee of the man who is insured, and neither 
the representative nor agent of the insurance company. 


Fallacies in the Payment of Insurance 
Premiums 


By Albert Woodruff Gray 


The fact that the broker receives his pay or commission 
from the company makes no difference. 

In the large majority of cases this distinction does 
not affect the result, but in the instance where the dis- 
tinction is important it is vitally so. That the insur- 
ance company has the right to cancel a policy for the 
non-payment of a premium is too well known for even 
comment. If, by chance, the broker fails to properly 
remit to the insurance company the money he has re- 
ceived from the assured, for the premiums, the premiums 
have not been paid and the policy may be canceled at 
the option of the company. 


Assured Receives Notices of Cancellation 


Notices of cancelation that the company will cancel 
the policy, unless the premium is paid by the date stated 
in the notice, are ordinarily sent to the assured. The 
ordinary man, however, does not realize that, if the 
broker has failed to forward the premium to the in- 
surance company, it is immaterial as far as the company 
is concerned whether the premium has been paid to the 
broker or not. 

The situation has arisen in the courts many times and 
worked untold hardships, where, by reason of neglect 
or in some cases dishonesty, the broker has not paid in- 
surance premiums for which he has received the money, 
and that should have been paid, and a severe loss occurs 
shortly after the policy is canceled by the insurance 
company. In such cases, unfortunately, the assured 
must bear the loss as best he can. 


Premium Bills Not Paid Immediately 


More often than not the bills for insurance premiums 
are not paid immediately upon their receipt by the as- 
sured, but laid aside until a more convenient time. Later, 
when the notice is received that the policy will be can- 
celed unless the premium is paid, the average business 
man hastens to forward the money to his broker. A 
slight delay on the part of the broker and the company 
fails to get ‘the premium within the prescribed time. 
When the fire occurs a day or so later, the business man 
is without insurance and the check he hastened to send 
his broker, in response to the company’s notice, is as 
useless as payments, so far as the policy of insurance 
is concerned, as it would be if the check had never been 
written. 

There may be some inconvenience in paying premiums 
directly to the insurance company, but it is the one way 
of being certain that your insurance premiums are paid 
and the policies in force in the event of a loss. 


LBERT WOODRUFF GRAY, well known New York lawyer, 

is writing, exclusively for HARDWARE AGE, a series of 

articles dealing with legal questions which present themselves 

in every day business transaction. Mr. Gray is a product of 

the small community and is familiar with the difficulties en- 

countered by the retail merchant in coping with legal questions 
such as he will discuss in this series 
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EVERYBODY’S BUSINESS 


By FLOYD W. PARSONS 


Swindling as a Fine Art 


N the ranks of business men are tens of thousands 

of pirates and plunderers. Get-rich-quick schemes 

are thick on every side. A great deal of advertising 
still contains statements that are highly questionable. 
So-called bargain sales rake in a lot of easy money. Tip- 
ster sheets and fake advisory services afford a fat living 
for a small army of people who lack all sense of re- 
sponsibility. 

This does not mean that conditions are growing worse 
throughout the field of commerce and industry. The 
truth is that honesty in business is on the increase. The 
way of the transgressor is becoming a more difficult road 
to travel. National associations, federal commissions 
and various business bureaus are doing effective work in 
exposing frauds. Nevertheless, hundreds of millions of 
dollars are still wasted each year by people who fall for 
fakes. 

When I was a young fellow just out of college, a 
certain swindler became famous for his shrewdness in 
the successful promotion of fraudulent enterprises. He is 
still doing business in the same old line and right now is 
employing a number of celebrated lawyers to fight Fed- 
eral indictments that charge hun with the criminal use of 
the mails. To those who believe that we finally succeed 
in putting away all malefactors, it may be well to point 
out that this man has carried on crooked conspiracies 
for a quarter of a century and is still out of jail. 

The stories now being told about huge fortunes made 
in the stock market have merely whetted the speculative 
appetites of millions of people who are inclined to take a 
chance. Unscrupulous dealers in questionable securities 
have been quick to take advantage of this situation. 
They are grabbing millions of dollars of the public’s 


money by em- 


transactions are conducted entirely on paper, and al- 
though these fly-by-night brokerage firms have rendered 
no service whatever, they not only send a bill to the 
customer for a commission and a service charge but also 
ask for interest on the unpaid purchase price. The in- 
vestor after making his initial payment has only the 
promise of the dealer as his protection. So far as the 
broker is concerned, it is a case of “Heads I win and 
tails you lose.” 

The vending of securities has been carried on recently 
in many places by means of “tipster sheets” having fancy 
names. By means of such fake advisory services many 
concerns are succeeding in selling obscure issues of 
stocks in struggling or defunct companies. The over- 
the-counter price quotations of such securities are purely 
fictitious. One may execute buying orders at these prices 
but never a sale. 

Although the “tipster sheets” gotten out by these un- 
reliable concerns purport to give unbiased stock-market 
information, they are edited by mere “dummies” behind 
whom the dishonest principals carry on their fraudulent 
practices. Unfortunately, it is still possible for crooked 
gamblers to get the artificial prices of stocks of flimsy 
ventures published in the columns of reputable news- 
papers. But heaven help the fellow who needs money 
and tries to get it by selling his certificates in the open 
market at the prices listed. 

Under the new methods now employed by crooks it is 
clear that swindling has been established on a mass- 
production basis. Almost daily we read of concerns 
thrown into the hands of receivers because of fraudulent 
practices carried on by the managements. But even 
when the dishonest principals are caught, the disclosure 

comes too late to 





ploying the 
seemingly plaus- 
ible but falla- 
cious installment 
plan in the sell- 
ing of stocks. 

A recent in- 


save the money 
of their unfortu- 
nate dupes. Mil- 
lions were lost 
in a_ securities 


ys 3 company that 
| * i . . 
46 Decorate Cards; was organized in 


WANTED 








vestiga- 
tion showed that 
many of these 
dealers do not 
keep _ available 
the_ securities 
they have for 
sale. Their 
methods of do- 
ing business 
closely resemble 
the schemes 
formerly used 
by “bucket 
shops.” A ma- 
jority of the 


MUST VACATE 
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MUST SACRIFICE OV. 


peel, New Jersey for 
t he ostensible 
purpose of ac- 
quiring control 

of a number ot 
banks. More 
than 150,000 
people were 
caught in the 
failure of a con- 
struction cor- 
poration t hat 
proposed to 
build the world’s 
largest hotel in 
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page 90) 
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CLERKS’ CONTEST 


Cash Awards of $100, $50 and $25 to Retail Hardware Salesmen 
for Best Letters on Subjects of Their Own Choosing 


EALIZING that the hardware clerks of today are the hardware mer- 
chants of tomorrow, Harpware AGE is interested in obtaining the 


viewpoints of the men and women behind retail hardware counters. 
We want to know what they think about the hardware business; about 
their jobs; about the merchants for whom they work; about running a hardware 
store; about store meetings; about anything and everything that is of interest to 


retail hardware salesmen. 


We are therefore offering cash awards for the three best letters, written by 






actual sales persons in retail hardware stores, along the lines suggested in the first 
paragraph. 


The grand prize will be $100 in cash. 
The second prize, $50. 


The third prize, $25. 


The three winning letters will be published in Harpware Ace. If Harpware 
AcE decides to publish any of the letters submitted which have not won prizes, it 
will send the writers of such letters $5 for each letter so published. 





1. Each contestant must be an actual sales em- 
ployee in a retail hardware store. 

2. Each letter must be written by the sales em- 
ployee who submits it, without any outside assist- 
ance, 

3. Letters must be written on one side of the 
paper only. (Typewritten letters preferred, but 
not obligatory.) 

4. Letters will be judged on the basis of inter- 
est and the ideas expressed, and not on the basis 
of penmanship or grammar. 

5. Each contestant may submit as many letters 
as he wishes, but not more than one prize will 
be awarded to any one contestant. 

6. Contest opens November 8, 1928, and closes 
December 30, 1928. Awards will be made on or 
about January 15, 1929. 





RULES OF THE CONTEST 





7. All letters must bear the name and address 
of the contestant, and the store in which the con- 
testant is employed. (While we would prefer to 
publish letters identified by the writer’s name 
and store affiliation, this information will be 
withheld from publication if the contestant so 
specifies. ) 


8. The judges of the contest are: 
Llew S. Soule, Editor, Harpware Acer. 
Saunders Norvell, Contributing Editor, 
HarpwakeE AGE. 
R. J. Atkinson, Past President, National 
Retail Hardware Association. 


9. All letters must be addressed to Clerks’ Con- 
test, Harpware Acer, 239 West 39th Street. 
New York City. 
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A Chain Store Moves Out 


By ROWLAND H. NEWTON 


HAVE usually refrained 
from talking shop around 
my home, but here of late 

some members of my house- 
hold have heard so much about 
“chain stores” that they have 
begun to think that they are 
something to be shunned, and 
sometimes I think that they go over to the other side of 
the street to keep from going in. | 

Our good friend, Saunders Norvell, has had some 
things to say about merchandising and how it is carried 
on in Larchmont, and now every time I go to the Grand 
Central Station in New York and take the train for 
some point in Connecticut or Massachusetts, I usually 
see the name Larchmont on the station as we go through 
that attractive suburb, and I immediately think that this 
is where Saunders Norvell lives. Now, if the readers of 
HARDWARE AGE are interested in merchandising in 
Larchmont, they may also be interested in merchandising 
in Fort Thomas, Ky. 

A City of Beautiful Homes 
Is Fort Thomas 


We have a beautiful suburban city of 12,000 people, 
the nucleus of which is the U. S. Army post and at the 
present time the home of the Tenth U. S. Infantry. We 
have been called “the city of beautiful homes” and we 
know that we are a city of beautiful homes, but when we 
claim to be Cincinnati’s finest and most beautiful suburb, 
why the people of Cincinnati just will not stand for that 
statement. However, it is true. Our city is composed 
largely of business men, some of whom are retired and 
some of whom have hopes of being in that class some 
day. Most of our retail store requirements are supplied 
by stores in Cincinnati, but our requirements in the way 
of groceries, hardware, drugs, etc., have always been 
supplied by very good retail stores, the owners of which 
are respected citizens in our community. They are a 
part of the social life of our community ; they send their 
children to our schools and attend our churches. We 
don’t have any politics in Fort Thomas, but some of 
them have given valuable service in the administration 
of our municipal affairs. They have never failed to 
support programs for civic betterment. They pay their 
share of taxation and we like them and we like to deal 
with them, but here of late years the chain store has been 
creeping in; and while today it is confined to groceries 
only, bids fair to extend to other lines. Our merchants 
were worried and we were worried with them, for we 
wished them well and we wanted to trade with them. 


Inverness Is a High Class Suburb and 
Community Trading Center 


Now, my home stands on ground that a few years 
ago was pasture land, and across the street was the golf 
links of the Inverness Country Club. This land is today 
entirely built up with hundreds of very fine and attrac- 
tive homes, and just a square away a community trading 


center has grown up and it is known as Inverness. In- 
verness is probably the most important stop on the elec- 


tric street car line which runs 
trom Fort Thomas to Cincin- 
nati and here we have the fol- 
lowing: One bank, one drug 
store, one barber shop, two 
dry cleaners, one confection- 
ery, one radio and _bat- 
tery shop, two independent 
grocery stores and one chain grocery store. Just 
a short time ago, where the barber shop now is located, 
there was another chain grocery store, but after being 
in this location for a little longer than a year they very 
silently folded their tent and left. They were doing a 
good volume of business, or at least it appeared that they 
were. Several times members of my family have pur- 
chased a few articles in this chain store, and, upon my 
inquiring as to the purchase I was told each time that 
the merchandise was decidedly inferior to the merchan- 
dise which we had been accustomed to purchasing from 
one of the independent grocery stores at Inverness. | 
inquired as to the price and was told that there may have 
been a slight difference in price but that this difference 
was negligible when the question of quality was con- 
sidered. I also inquired if the sales people were intelli- 
gent and courteous and I was told that they were de- 
cidedly so. Now I am going to tell you about the inde- 
pendent store, which is just across the street from the 
former location of the chain store which could not make 
the grade, and I am going to tell you about the man who 
runs this store and the methods which he used in his. 
fight to hold his own in the face of as terrific a com- 
petition as I have ever seen waged in this day of keen 
merchandising. 


An Aggressive Independent Fights 
a Winning Battle 


This independent store was the first store of any kind 
to be opened at Inverness and is today located in the 
same building in which it was opened about eighteen 
years ago. Its present owner has run the store for the 
past sixteen years. He has always done a business that 
was almost entirely credit but he realized that there is 
plenty of good credit business to be had in every com- 
munity, and he has lost little and profited much by the 
intelligent administration of credit facilities. He solicits 
almost all of his business over the telephone with the 
help of an efficient and courteous young lady, and makes 
two deliveries each day, and the housewives of the com- 
munity can set their kitchen clocks by the accuracy of 
the deliveries. Immediately after the advent of the chain 
store in the community he completely departmentized his 
entire establishment and joined an association of some 
300 retail grocers with headquarters in Cincinnati who 
were able to pool a great deal of their buying and who 
pooled their advertising in the form of one splendid ad- 
vertisement in the daily newspaper each week, and this 
advertisement was carried in about the same amount of 
space as the chain advertisements and the prices quoted 
were absolutely in line with the prices quoted in the 
chain advertisements. 

Now, I have derived a great deal of pleasure in watch- 


























— 


ing this little battle that has been going on at Inverness 
and have profited much in so doing. What I am watch- 
ing now is, what the effect of this kind of merchandis- 
ing is going to have upon the other chain store, and 
whether it will follow in the path of its competitor. Do 
not think for one moment that the owner of this inde- 
pendent store is taking things any easier since the chain 
store gave up, for, on the other hand, he is even more 
aggressive and just the other day I learned that the 
association of which he was a member had made ar- 
rangements to do all of the baking for the members of 
the association in one central establishment and this will 
help still more in the fight to maintain his place in the 
face of existing conditions. I am willing to admit that 
conditions at Inverness may have been a little different 
in one particular from some other trading centers. The 
community is, to a large extent, a community of some 
wealth and there may have existed an aversion to the cash 
and carry methods of the chain, but I do not attribute 
the failure of the chain store to this condition, for I 
think that brilliant merchandising had more to do with 
the independent store holding its own than any other 
condition. The writer, of course, realizes that conditions 


in different localities differ to a great degree and admits 
that the methods used in this case would not be as suc- 


The window illustrated was recently used by the Leitz 
Hardware & Paint Company, of Minneapolis. It was 
responsible for a substantial increase in the call for 
seasonable items. This type of trim is easy to install, 
and requires small expenditure. Colors of the Univer- 
sity of Minnesota, maroon and gold, were used for the 
crepe paper background. The central cut-out was origin- 
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cessful in a community where the service performed by 
this independent retailer, in the way of delivery, tele- 
phone service and credit were not important factors to 
be reckoned with. In the face of any arguments or 
deductions to be made in this case, we are going to have 
to admit that we think a retailer has done well when he 
maintains his position in competition with the chain 
store, but when the chain actually moves out we are 
going to admit that this retail merchant has some very 
good merchandising ideas in use. 


They, Too, Have Their Problems 
—and Lose Money 


Any of us who know anything about merchandising 
in this day and age know that it is not easy for a new 
retail establishment to make any money during the first 
year of its existence, but some retailers seem to think that 
the chain store is established before it comes into a com- 
munity and that all the chain has to do is open up and 
immediately this particular unit of the chain is showing 
profits. This is decidedly not the case, for each unit of 
a chain store system has its problems peculiar to the indi- 
vidual community in which it is located, and sometimes it 
takes the hired manager of the chain store a very long 
time to find out the problems that he is facing. 









Timely Window Display Created Good Demand 


ally a paint company display poster, which was converted 
to the use shown, through a show card used to cover the 
paint advertisement. This card was lettered with a perti- 
nent sign calling attention to the advisability of checking 
up on fall and winter needs. All items were marked 
with neat price cards. It proved a very effective re- 
minder, and increased activity in the lines displayed. 
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Every Family Buys Some 


Plan Each Ad So It Will Hit the Immediate Needs of the Most 
People—an Example That Was Successful 


By GUY HUBBART 


ANY hardware merchants, particularly those in 
M smaller cities, use advertising by fits and starts 
rather than at regular intervals. This is not 
good practice so far as results go and in the end is costly 
two ways: (1) general response to advertised items is 
likely to be low. That is, none of the ads used during 
the year draw as they should, and (2) those that do draw 
pull so slowly that percentage cost on sales go up. This 
means the space draws so little in proportion to cost of 
the ad that it becomes, or seems to become, too expen- 
sive to use as a regular means of stimulating business. 

As a matter of fact no ad is actually expensive if it 
has the store’s name on it because any reasonable amount 
of space is worth its cost if it carries the name of the 
store into the readers homes. For, after all customers 
cannot buy of a store they have never visited. And in 
every town where two or more hardware stores are 
located there are people who have never bought in one 
of them. Maybe only a few, but that is too many. 

Rule No. 7 for hardware store advertising covers this 
point. Here it is: Be sure your store and its goods are ad- 
vertised at least once a month to every 200 people in your 
town. That is divide your population by 200 each month 
(12 times a year) and plan to use the number of inches 
in the quotient. Thus if your population is 30,000, 
divide by 200. The quotient is 150. That is the least 
number of newspaper inches to use in your newspaper 
or its equivalent in circulars or direct mail pieces. If 
the month’s space is divided into four ads, one a week, 
150 inches only amounts to a little over 37 inches. 

The point is this, in a town of 30,000 every 200 people 
buy enough hardware to pay any store to try to get an 
extra share of it. And there is only one way to get this 
extra business: that is by centering interest in your 
store, its goods, its value, and its assortments. And in 
doing it regularly. 

Customers who want goods—single article or six— 
tomorrow are not going without the goods just because 
they do not see your ad in the newspaper. They are 
going out and buy what they need in your store or some 
other store. 

And if 100 people happen to see your ad the day be- 
fore each of them want a piece of cooking ware, an 
article of general need like nails or rope or one of special 
use like an electric cooker, washer or vacuum cleaner, 
the chances are 30 of the people will visit your store to 
see your values. Anytime 30 people with immediate 
needs get inside a store in one day that store’s advertis- 
ing for the month before will cost very little. 

This is because for every dollar’s worth of. purchases 
made on advertised items the customer buys $3 to $8 on 
the average of items that were not advertised. 

This relation applies specifically to hardware mer- 
chandise on the average day in and day out and is worth 
remembering. The ratio is higher for department store 
advertising, standirig in some stores as high as $1 to $30, 


that is $30 of non-advertised volume to $1 of advertised 
volume. 
A Suggestion for January 
In the above connection now is the time to plan Janu- 
ary advertising. And here is a suggested list of typical 
items that draw high in January, if advertised consis- 
tently, once or twice a week in small space. 


Some Suggested Combinations 


1 3 5 
Kitchen utensils Batteries Electrical appliances 
Laundry supplies Flashlights Carpenters’ tools 
Stemware Locks Stoves 
Crockery Small tools Cookers 

2 4 
Farm tools 
Rope 
Large hardware 
Paint 


Razors 

Knives 

Polishes 
Sporting goods 


Cannisters 
Roasters 
Woodenware 
Enamelware 


Advertise one of each item for a big drive in January 
in a single ad, or, if space is parceled out, two ads per 
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Ithing Every Week Day 


week for four weeks, use two items of each group as 
leaders. 

Notice that the groups are numbered from 1 to 6. 
Each of the four items in each group represents a type 
of need and one that will draw customers who neea 
similar items. 

For example in group No. 1 is “kitchen utensils” like 
dish pans, cooking spoons, kitchen forks, metal dish 
cloths and so on. If a customer sees one or more of 
these kitchen utensils in an ad and comes in to buy it, say 
for 60 cents, she is likely to buy $2.40 worth of similar 
items. That’s meant above by the ratio of $1.00 adver- 
tised items to $3.00 non-advertised. That is the way an 
ad works. 

Some items advertise better than others. The above 
list is made up of 24 advertising leaders—that is big 
pullers—for January. 








The ad reproduced here was mailed to 8000 people 
in a city of 27,000 population. Results were very satis- 
factory and the reason is plain. The sale lasted four 
days. There were 49 separate values offered, 22 on the 
page reproduced and 27 on the back of it. It was a 
2-page circular. The circular got into 8000 of the 27,000 
people’s hands just as a large proportion needed good 
housewares. Practically every typical hardware item 
was represented. 

If these items had been run in the newspaper (13,000) 
the results on specific items would surely have been 
better, but not necessarily the results on the sale of non- 
advertised items. Some stores use a circular like this 
for mailing and at the same time feature ten to fifteen 
leaders in the newspaper in small space. Results from 
this method are frequently extra good. The circular 
draws attention and the newspaper ad intensifies interest. 





ONTINUED effort to sell builders’ hardware of 
quality instead of cheap hardware, has resulted 
in prestige and profit for the Hance Hardware 
Co., Fourth and Shipley Streets, 
Wilmington, Del. Within the last 
few years this company has built 
up a very profitable builders’ hard- 
ware department, which has fur- 
nished hardware for many public 
buildings and residences in and 
around Wilmington, the largest 
city of the state. 

The window display illustrated 
herewith is a typical builders’ 
hardware display frequently ar- 
ranged by the Hance company. 
The Rodney Court building, 
shown in the photograph at the 
rear of the window, was recently 
equipped by Hance with builders’ 
hardware. This is the largest and 
finest apartment house in Wilming- 
ton and the awarding of the con- 
tract to the Hance company greatly 
added to its prestige. Mounted 
samples, as shown in the window, 
are material assistance in securing 
new business. They are on display 
at all times and act as “silent sales- 
men” whether seen inside the store 
or in the window. 

A. J. Hance, Jr., in a recent 
letter regarding his company’s 
builders’ hard ware department 
says, “Of course at different times 
we have been foolish enough to 
buy cheaper hardware to meet cer- 
tain competition, but we know that 
our real profit and whatever 
prestige we may have built up as 


Hance Features Quality Builders’ Hardware 





builders’ hardware distributors, has been the result of 
continual effort to sell standard hardware instead of 
cheap hardware. 
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Harrison J. Behr Joins Boston 
Woven Hose & Rubber 


Harrison J. Behr, formerly associated 
with the Mechanical Rubber Co. of Cleve- 
land has joined the sales organization of 
the Boston Woven Hose & Rubber Co., 
Boston, Mass., as a special field repre- 
sentative. 

Mr. Behr has had a lifelong experience 
in the rubber industry, having always spe- 
cialized in heavy mechanical lines, such 
as belting, hose, packing, etc. He was for 
more than twelve years associated with the 
B. F. Goodrich Rubber Co., of Akron, 
Ohio, and for the past seven years has 
been in the organization of the U. S. Rub- 
ber Co., operating through the mechanical 
rubber division at Cleveland. 


Reading Iron Names Guthrie 
Vice-President of Sales 


Iron Co., Reading, 
appointment of 


The Reading 
announces the 


of sales. 
been connected 
Tube Co. 


with the South Chester 


H. F. Mattern will continue as general | 


sales manager of the Reading company, 
which has transferred its general sales 
offices from Reading to 30 Church Street, 
New York City. 


E. S. Billmeyer Has Joined 
Remington Arms Co., Inc. 


E. S. Billmeyer, for many years con- 
nected with the Simmons Hardware Co., St. 
Louis, Mo., has joined the cutlery depart- 
ment of Remington Arms Co., Inc., New 
York City, and will be located at the com- 
pany’s Bridgeport, Conn., factory. 

Mr. Billmeyer started his hardware ca- 
reer as an office boy for the late E. C. 
Simmons. He was later transferred to 
the cutlery stock as a stock clerk and then 
as an order filler. He became assistant 
buyer and finally buyer for the company’s 
cutlery department. 


Trotman Goes to Philadelphia 
as Goulds Pump, Inc., Manager 


J. B. Trotman, for the past six years 
in charge of commercial sales for Goulds 
Pumps, Inc., Seneca Falls, N. Y., has been 
appointed manager of the company’s Phila- 
delphia office, succeeding H. E. Alcott, 
recently resigned. 

Mr. Trotman has had more than twenty 
years’ experience with Goulds pumps. For 
several years he was associated with his 
father, H. E. Trotman, at that time the 
Philadelphia distributor for the company. 
In 1915 Goulds Pumps, Inc., opened its 
own Philadelphia office, and J. B. Trotman 
became assistant manager. He continued 
in this capacity until called to the home 
office, six years ago. 


L. T. Dohn Dead 


L. T. Dohn, for many years represent- 
ing the Vaughan & Bushnell Mfg. Co., 
Mathias Klein & Sons, Chicago, IIl., and 
the Union Tool Chest Co., Rochester, 





Pa., | 
P. N.| 
Guthrie, Jr., as vice-president in charge | 
Mr. Guthrie has for many years | 





N. Y., in New York and Pennsylvania, 
passed away at his home in Pittsburgh 
on Nov. 26. 

His death was unexpected and followed 
a brief illness. 


Sargent & Co. Elects George F. 
Wiepert, Vice-President—Mur- 
ray Sargent, General Sales 
Sales Manager 


In recognition of his many years of 
valuable service as sales manager, George 
F. Wiepert was elected a vice-president 
of Sargent & Co., New Haven, Conn., 





GEORGE F. WIEPERT 











at the Nov. 23 meeting of the company’s 
board of directors. 

Mr. Wiepert’s activities and responsi- 
bilities will remain unchanged and he will 





MURRAY SARGENT 











continue to give his attention to the sales 
department, where he has had almost fifty 
years’ experience. 

At the same meeting Murray Sargent, 
secretary of the company, was appointed 
general sales manager. Both Mr. Wiepert 
and Mr. Sargent are members of the com- 
pany’s board of directors. 








Newly Formed Company Plans 
to Control Southern Stores 


Controlling interest in several Southern 
retail hardware stores will be held after 
Jan. 1 by the Southern Hardware Stores, 
Brown-Marx Building, Birmingham, Ala., 
who will file incorporation on or about 
that date. 

The incorporators of this new concern 
are Sam L. Houston, president; |. G, 
Smith, vice-president and treasurer, and 
N. S. Morgan, secretary. Mr. Houston 
and Mr. Smith have been with the Moore- 
Handley Hardware Co., Birmingham, for 
a number of years, and Mr. Morgan is an 
attorney. 

The stores to be controlled by Southern 
Hardware Stores are in sections whose 
natural distribution center is Birmingham. 
All purchasing will be done at the main 
office. 


Alliance Mfg. Co. Announces 
Two Territory Changes 
Henry G. Klein, who has been covering 
Illinois for the Alliance Mfg. Co., Alli- 
ance, Ohio, has added Wisconsin to his 
territory. J. M. Calvin has been assigned 


| the States of Missouri, Kansas, Nebraska, 
| and Ohio, which he will cover with the 


Doo-Klip line. 


Glenn Pearce Addresses 
Boosters on Salesmen-Dealer 
Relations—Shows Film 


Current problems of the retail hard 
ware merchant and the part salesmen 
should play in helping to solve these prob- 
lems was the subject on an interesting talk 
by W. Glenn Pearce, assistant secretary, 
Pasha, before the New York Hardware 
30osters, Saturday, Nov. 24. The meet- 
ing was held at the Hardware Club, New 
York City with Chief Booster George H. 
Fisher, presiding. About 36 were present 

Mr. Pearce told of the necessity of busi 
ness control among retail hardware men, 
spoke of the fallacy of expecting price 
alone to win and hold business and urged 
salesmen to spread this thought in their 
travels. The retail expects the salesmen 
to be a constant source of help, expects 
ideas on displaying the salesmen’s line, 
selling that line and expects pertinent data 
on condition in the nearby territory, the 
speaker said. 

Following the talk Mr. Pearce exhibited 
motion picture films of two recent annual 
Jersey association outings. Many boosters 
appeared in the pictures, which made the 
showing very enjoyable. 

Announcement was made that the enter- 
tainment chairman Charles Pincus had 
plans well under way for the Booster’s 
Christmas Party to be held Saturday, 
Dec. 15. 

Bill Graham, chairman of the Sales- 
men’s Home Committee reported on the 
work of that body and led a discussion on 
ways and means of raising the pledge made 
by the Hardware Boosters, toward this 
worthy project. 
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A. E. Payson New President | creased facilities, making this plant the 
largest in the world devoted exclusively 
to the manufacture of vacuum products. | 


American Thermos Bottle Co. 


Announcement has been made by James 


International Silver Co. 
Advances Craig D. Munson 


At a meeting of the directors of the 





E. Roantree, secretary and treasurer of | 
the American Thermos Bottle Co., 366 
Madison Ave., New York City, that at the 
Nov. 20 meeting of the board of directors 
of the company in Cincinnati, Ohio, A. E. | 
Payson, former vice-president and gen- 
eral manager was elected president to 
succeed E. W. Edwards, who becomes 
chairman of the board of directors. 

R. S. Reynolds and C. K. Reynolds of 
Louisville, Ky., who are identified with 
the Reynolds Estate, the U. S. Foil Co., 
and the Reynolds Investment Co., having | 
recently acquired an interest in the Amer- 
ican Thermos Bottle Co., were elected to 
the board of directors. 

James. W. Neil, former general sales 
manager, becomes vice-president in charge 
of sales and Minor P. Wetmore becomes 
vice-president in charge of engineering and 


research. EDGAR H. MORGAN 

President Arcade Mfg. Co., Freeport, IIl., 

an account of whose death appeared in 
HARDWARE AGE, of last week 


The company is completing an extensive 
new building program at its Norwich, 
Conn., plant which will provide it with in- 








International Silver Co., Meriden, Conn., 
on Wednesday, Nov. 28, Craig D. Munson, 
sales and advertising manager of the Wil- 
cox & Evertsen division of the Inter- 
national Silver Co., and a director of the 
company, was appointed Sterling Silver 
Manager, directing the activities of the 
three sterling silver factories—Wilcox & 
Evertsen of Meriden, and Simpson, Hall, 
Miller & Co. and Watrous Mfg. Co., of 
Wallingford, Conn. 

Mr. Munson has been connected with 
the International Silver Co. for several 
years and is a resident of Wallingford. 
| He is the son of the late George D. Mun- 
son, former vice-president and manager of 
the Watrous Manufacturing Company and 
the William Rogers Manufacturing Co. di- 
visions, who had been connected with the 


Company’s affairs since its formation in 
1898. 








WESTERN 


Lustig Furniture & Hardware Co., Hayward, Cal., is plan- 
ning to erect a $25,000 store building. 

Boyer’s Hardware is the new name of the Glenwood, Iowa, 
business formerly krown as Boyer Bros. 

R. A. Vander Bie has moved to a new location in Lime 
Springs, Iowa. : 

Ocheyedan Hardware has succeeded Clade & Bremer in 
Ocheyedan, Iowa. 

C. A. Niemann has succeeded R. W. Oliver in Whittemore, 
Iowa. 

Austin Hardware Store in Austin, Minn., was recently 
damaged by a tornado to the extent of $1,000. 

Ole Pederson is now conducting the Pederson hardware 
store in Kenyon, Minn. 

C. J. Larson has rebuilt his building which was damaged by 
fire in Medford, Minn. 

Harry C. Wiedner has bought the business in Regal, 
Minn., that was conducted by Ted Lunde. 

Gishpert Bros. have succeeded G. W. Apple in Broken 
Bow, Neb. 

Mrs. E. C. French is conducting the Ewing, Neb., store 
that was founded by her late husband. 

Humphrey Hardware Co. has been opened in Humphrey, 
Neb., by L. Maier and Frank Hodgens. 

M. P. Lund, whose store in Maskell, Neb., was destroyed 
by a tornado, has moved into a new store. He carried on 
his business from Maskell’s town hall. 

A. G. Tuchenhagen & Son have opened a hardware store 
in Scribner, Neb. 

. Ekeroth & Sar have modernized their store in Wakefield, 
Neb. 

F. R. Murphy bought out the C. S. Brown store in Butler, 
Okla., and consolidated the stock with his own. He operates 
stores in Fess, Okla., and Elk City, Okla. 

Bonebrake Hardware Co. of El Reno, Okla., has bought 
the stock and fixtures of the H. W. Drake sporting goods 
store and will consolidate with its own stock. 

Bidwell’s Electric Shop, Healdton, Okla., is adding a hard- 
ware stock. 

a O. McEntee & Co. are now selling hardware in Hobart, 
cla. 

Gandy Bros. Hardware Co., in Temple, Okla., recently suf- 
fered a fire loss. 


Verified News of Retail Stores 


Curd-Hamill Hardware Co. has moved from 200 N. Den- 
ver Avenue, Tulsa, Okla., to 516 S. Boston Avenue. 

T. O. Yates has purchased an interest in the Cheshire 
Hardware Co., Inc., of Milton, Ore. 

W. L. Boughner is now the manager of the Kimball Sup- 
ply Co. in Kimball, So. Dak. 

Jack McLea, proprietor of the McLea hardware and im- 
plement store in Roosevelt, Utah, is erecting a new store 
building. 

J. F. Rack Hardware Co., 2116 Fifty-second Street, Ke- 
nosha, Wis., is erecting an addition to its present building 
and when completed the firm will occupy quarters 48 by 70 
feet. 

Dedrick & Dodge are now corducting the store formerly 
owned by F. H. Dedrick in Brodhead, Wis. 

B. H. Shaffner has succeeded Shaffner & Francis in 
Murdo, N. D. ; 

Baker-Nelson Hardware Co. has succeeded E. W. Cyeskel- 
ba in Waupaca, Wis. 

Olsen Hardware Co. has taken over the business of Leen- 
ved-Schultz Hardware Co. in Antigo, Wis. 

Union Hardware Co. is carrying on the business of Zahn 
Hardware Co. in Spring, Wis. i 

Loofbourrow Hardware & Plumbing Co. of Centralia, 
Wash., has succeeded Watson & Stanton. 

Valley Hardware Co. has been incorporated in East Stan- 
wood, Wash., by Herman E. Engel and others. 

Tieton Hardware & Lumber Co., Charles Cunningham, 
prop., has opened in Tieton, Wash. 

S. F. Lisbeth has succeeded C. E. Porsche in Bear Creek, 
Wis. 

Eggenbeen Bros., Cascade, Wis., are conducting the store 
of A. Eggenbeen of that place. 

Lutterman & Schmutzer of Crandon, Wis., have purchased 
the hardware department of the Page Mercantile Co., which 
has gone out of business in Crandon. 

Grantsburg Hardware Co. has opened in Grantsburg, Wis. 

Du-Bois-Massey Hardware Co. is erecting a modern store 
building at 402 Main Street, Green Bay, Wis. 

Van Vegbel Bros. Co. has moved from 1200 Main Street to 
1235 Main Street, Green Bay, Wis. 

C. E. Smith is now sole owner of the Smith & Baillies 
Hardware store in Lodi, Wis. 








— 
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Doo-Klip Fertilizer Sprayer 


The fertilizing sprayer now being manu- 
factured by The Alliance Mfg. Co., of 
Alliance, Ohio, is known as the Doo-Klip 
Fertilizer Sprayer. One end of the sprayer 
is attached to the lawn faucet and the 
other end to the garden hose. <A metal 
container for holding sulphate of ammonia, 
powdered plant food or any other soluble 
fertilizer is attached to the base. 

When the water is turned on, the Doo- 
Klip automatically syphons up the fertilizer 


in the tank. This is mixed in correct pro- 
portions with the running water, and the 
lawn is fertilized as it is sprayed. The 
container holds enough for spraying 1000 
sq. ft. at one filling. Finished in green 
to match the Doo-Klip Pruner and Doo- 
Klip Grass Shear. 


An Automatic Draft Regulator 


Carl O. Staley & Co., Congress Park, 
Ill, are manufacturing the ‘“Evenheat” 
automatic draft regulator. This device 
is to be attached to the smoke pipe of 
a furnace and has been designed to auto- 
matically maintain the same draft regard- 
less of how extreme or severe are the out- 
side weather conditions. 

The balancing weight of the regulator 
is adjusted so as to open and close auto- 
matically with the slightest variation in 
weather conditions, thereby admitting or 
shutting out the amount of draft that is 
necessary to give a balanced or even draft 
at all times. 

The draft regulator is made of 18-gage 
aluminum and brass. Both materials are 











rust-proof. All moving parts are on the 
outside, so there is nothing to stick or 
fill up with soot. 


New Wodack Electric Drill 


A light-weight and powerful %-in. port- 
able electric drill has been offered to the 
trade by the Wodack Electric Tool Corp., 
6427 West Huron Street, Chicago, III. 


The new tool has been powered with a 
Universal type motor of the latest variable 
speed and is controlled by a trigger switch. 
The drill has been designed to be used for 
odd grinding and buffing jobs if desired. 
A stand can be secured for the drill so 
that it can be held vertically for drilling 
and horizontally for grinding and buffing. 

The drill weighs only 7% Ib. 


A Santa Claus Display Card 


Sigrist Novelties, 173 West Madison 
St., Chicago, Ill., is producing a life-size 
cardboard figure of Santa Claus which 





r 











can stand erect either in store or window, 
through the aid of a substantial easel. 

The figure is 51% ft. in height and about 
2% ft. in width. To facilitate shipping, 
it is made in two parts. Eight appropriate 
colors add to the realism of the Santa 
Claus figure. 














“Dual-Lock” for Letter Boxes 


A new type of lock for a city letter box 
has been developed after much research by 
the Patent Novelty Co., Inc., of Fulton, 
Il. 

The “Dual-Lock” embodies two distinct 
and important features. It has heretofore 
been difficult to keep the door of a letter 
box closed without locking it securely with 
a key. “Dual-Lock” eliminates this objec- 
tion, for the door can be securely closed 
and can be easily opened by simply push- 
ing the spring latch to one side. It can 
also be securely locked with a key, if de- 
sired. 

The “Dual-Lock” is standard equipment 
on all the company’s No. 180 Blue Tag 
series of city letter boxes, with no in- 


crease over the established selling price. 
In construction the lock is strong and 
durable, and the phosphor bronze spring 
will not rust, but has been designed to 
remain in perfect condition for many years. 


Nesco Food and Cake Cover 


The Nesco food and cake cover has been 
placed on the market by the National 
Enameling & Stamping Co. Inc. 12 
Twelfth Street, Milwaukee, Wis. 

The cover has gracefulness and beauty. 
The decoration and striping are tastefully 


pleasing. The outside of the cover is 
finished in assorted colors—white, gray, 
blue, green, red and yellow, and the inte- 
rior has a bright, smooth tin finish. 
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(Washington office of HARDWARE AGE) 

Uncle Sam has decided on a program 
of contraction of currency. 

There need be no alarm over this 
announcement. It merely means that 
the size of currency is to be reduced. 
And it will begin to come on the “mar- 
ket” July 1, 1929. The present size 
of the currency is 7 7/16 x 3 1/9 in. 
The new size will be 6 5/16 x 2 11/16 
in., which is approximately the size of 
the Philippine currency. And the new 
currency may be said to follow the 
modern trend of standardization, for 
the designs for each denomination will 
be identical and unlike that of any 
other design. For instance, the new 
$1 bill will carry a portrait of Wash- 
ington on its face and a pictorial em- 
bellishment of the figure one on its back. 
The portrait carried on one denomina- 
tion will be carried on no other. Thus 
confusion and complexity in present 
currency through the use of like de- 
signs on different denominations will 
be done away with and will bring to an 
end effort to establish uniformity which 
was begun under Secretary of the 
Treasury MacVeagh in the Taft ad- 
ministration. It will mean that cur- 
rency size has been changed for the 
first time since 1861. 

Announcement of the change was 
made following the approval by Sec- 
retary Mellon of recommendations sub- 
mitted to him by Assistant Secretary 
of the Treasury Dewey. Issues of old- 
time United States currency by the 
Treasury will cease about April 30, 
1929, and thereafter for two months 








Washington News Letter 


New Currency to Be Issued in July Will Effect Great Saving in 


Bureau of Engraving and Printing 


By L. W. Moffett 


the currency demands will be met by 
the Federal Reserve banks from their 
stocks of new or circulated old-size 
currency. Governors of the Federal 
Reserve banks at a recent meeting ex- 
pressed the belief that the public will 
accept this as a temporary measure 
made necessary by the plans for the 
change to new-size currency and in 
this way will cooperate in facilitating 
the carrying out of the program. 

The new size will not be reduced 
to such an extent as to make obsolete 
either money counting machinery or 
cash registers now in use throughout 
the country. In their smaller size the 
notes will generally fit into pocket- 
books without being folded, which is not 
possible with the currency of the pres- 
ent size. But the new currency will 
undoubtedly mean new sizes of “bill- 
folds,” etc., and the announcement hav- 
ing been made that manufacturers can 
adjust their schedules in ample time 
for the new issues. Numerous bene- 
fits are listed as being possible under 
the new program. Money handlers, 
such as bank tellers, paymasters and 
others, have found that the Philip- 
pine size is more convenient in every 
respect than the larger size. In their 
smaller size the notes will generally 
fit into pocketbooks without being 
folded. This folding and creasing 
eventually breaks the fiber of the pa- 
per and hastens its deterioration and 
retirement from circulation. Further- 
more, the protection afforded by the 
smaller notes against imitation and al- 
teration will, it is believed, be greater 








than in case of the present larger de- 
sign of currency. From the stand- 
point of convenience to the public, the 
Treasury believes that the change 
should be made. From the standpoint 
of the Government, the change is jus- 
tified because the proposed reduction in 
size will create a substantial savings 
in the expense of manufacturing, as 
well as in the cost of handling the cur- 
rency. From the time the paper is de- 
livered by the mill until the notes are 
paid into circulation, an estimated 
gross saving of 33 per cent will be 
derived from the change in size. Each 
note will require one-third less paper 
and ink, its shipping weight will be 
reduced by one-third, and 50 per cent 
more notes will be produced by the 
same operation. The introduction of 
the new size currency will solve the 
production difficulties of the Bureau of 
Engraving and Printing for the reason 
that the size being reduced by about 
one-third, or, in other words, twelve 
subject to the plate instead of eight, 
each printing operation will produce 
50 per cent more notes. For the same 
reason, storage facilities of the bureau 
and vault space in the Treasury and 
Federal Reserve banks will then be 
adequate to accommodate the bureau’s 
output. 

The changes in design will not be 
material, the new notes retaining prac- 
tically all the major characteristics of 
the present currency. Portraits now 
appearing on the notes will be reallo- 
cated in some instances, in order to 

(Continued on next page) 





Denomination 
$1 
$2 
$5 

$10 

$20 

$50 
$100 
$500 
$1,000 
$5,000 
$10,000 





The new notes will bear the following portraits and designs: 


Denominational Characteristics 
Pictorial Embellishments 


Portraits on Face on Back 
Washington (ONE) 
Jefferson Monticello 
Lincoln Lincoln Memorial 
Hamilton Treasury 
Jackson White House 
Grant Capitol 
Franklin Independence Hall 
McKinley (FIVE HUNDRED) 
Cleveland (ONE THOUSAND) 
Madison (FIVE THOUSAND) 
Chase (TEN THOUSAND) 


(This is the size of the new currency to be issued July 1, 1929) 
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Hardware Trade in General Stim- 


ulated by Approaching Holidays 


NEW YoRK, Dec. 5.—With Thanksgiving over, the hardware trade 
is getting into the swing of the Christmas trade, and continued 
colder temperatures will materially aid the sale of holiday and regular 


lines. 


It is a very noticeable feature of the reports from leading 


market centers that increasing numbers of hardware stores are tak- 
ing more interest each year in the handling of toys, sporting goods 


and gift merchandise. 


That many regular hardware items are suit- 


able as gifts is a contributing factor in the satisfactory activity in 
these lines along with holiday goods. 

Jobbers’ and retailers’ stocks are in a satisfactory condition at this 
time, and prices are, in the main, steady. Some advances are noted 


in specific lines. 


Collections may be characterized as averaging fair. 


National Lead Co. Guarantees 
Present Prices Against Decline 


The Atlantic Branch of the National 
Lead Co., 111 Broadway, New York City 
in an announcement dated Nov 19, states 
that in the event of a reduction in its 
present card prices on Dutch Boy white- 
lead-in-oil, red-lead-in-oil, dry-white-lead, 





| 
| 


General Electric Co. Reduces 
Prices on Miniature Lamps 


The General Electric Co. of Schenec- 
tady, N. Y. has announced’ a further re- 
duction in prices of popular type auto- 
mobile and flashlight lamps. This deduc- 
ticn averages 8 per cent on the types 


affected. It is effective Dec. 1. 

This is the tenth price reduction on 
| minature lamps since 1920 and the new 
prices on Mazda minature lamps are 52 


| per cent under the 1914 prices. 


The of- 


| ficial announcement states: “Mazda No. 1 
| now sells at $.09 instead of $.10, No. 1110 


| sells $27 instead of $.29, No. 


1129 is 


| priced at $.25 as compared to $.27 and No. 


dry-red-lead and litharge, prior to June | 


30, 1929, jobbers and dealers will be 
protected against loss, by reason of such 
a reduction on stocks purchased on and 
after Nov. 19, and remaining unsold at 
the time of decline in price. 

Dry products in packages larger than 
100 Ibs. are not included. 


1130 sells’ for $.25 instead of $.27. No. 
1158 is now listed at $.26 as compared to 
$.28, while No. 81 is marked at $.13 com- 
pared to $.16 and No. 82 has been reduced 
from $.16 to $.13.” 





Last Week’s Prices Average 
97.3 Per Cent, Says Fisher 
Prof. Irving Fisher of Yale Universit, 
announced Nov. 25 that the previous 
week’s wholesale commodity prices, base: 
on Dun’s quotations, averaged 97.3 pei 
cent. The October average was 98.8 per 
cent. The purchasing power of the dol 
lar was 102.8 cents on a 1926 basis of 
100 cents. The October average was 


| 101.2 cents. 
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avoid repetition, the plan being to re- 
strict the use of a particular portrait 
to a given denomination of currency. 

On July 1, 1929, there will be in the 
hands of the Federal Reserve banks 
ready for distribution a sufficient num- 
ber of small-size bills of the various 
kinds and denominations to meet the rea- 
sonable demands, but, as pointed out, it 
probably will be necessary for a period 
of time to allocate distribution so that 
for several weeks a certain proportion 
of old-size currency will remain in cir- 
culation, due to the problems involved 
in the cancellation and redemption of the 
old-size currency. At as early a date as 
is possible, however, the Treasury will 
require the redemption of all outstand- 
ing old-size currency as rapidly as it 
reaches the Federal Reserve banks. 
The issuance of the new-size currency 
will be through the Federal Reserve 
banks and their branches. The Secre- 
tary of the Treasury will later issue 
a further public statement definitely 
fixing the issue date and method of 
distribution. Full details will there- 
after be furnished the individual banks 
by the Federal Reserve bank of the dis- 











(Continued from preceding page) 


trict from time to time as required. | 


Advance orders for currency cannot be 
accepted by the Treasury from indi- 
vidual banks or others, as the distri- 
bution will be handled through the Fed- 
eral Reserve banks. 

National bank currency will not be 
included in the initial distribution. It 
was originally contemplated at the 
time of the creation of the Federal 
Reserve system that this currency 
should be retired. However, since a 
considerable period of time has elapsed, 
the Secretary of the Treasury deems 
it advisable to submit the matter to 
Congress for its further consideration 
at the session of Congress which con- 
vened on Tuesday of last week. Should 
the Congress determine that the na- 
tional bank currency is to be continued 
in circulation, the Treasury Depart- 
ment will be prepared to begin produc- 
tion of national bank currency in the 
reduced size early in the fiscal year 
1930, which begins on July 1. 

The normal increase in the popu- 
lation and wealth of the United States 
has resulted in a constantly growing 
demand for currency which has now 








reached such proportions as to make 
the matter of replacement a very seri- 
ous problem. The increase in this de- 
mand for currency is perhaps best 
illustrated by the delivery figures of 
the Bureau of Engraving and Printing. 
In 1917, the bureau delivered 128,672,- 
045 sheets of currency; in 1920, 163,- 
860,748 sheets; in 19238, 171,955,335 
sheets; in 1924, 195,931,340 sheets; in 
1925, 206,059,563; and in 1926, 227,- 
566,949 sheets. The building now occu- 
pied by the bureau was completed in 
1914 and at the time of its erection it 
was contemplated that this building 
would be adequate to meet the bureau’s 
requirements for an extended period. 
The factors mentioned, however, at 
the present time not only compel the 
bureau to run at its full capacity dur- 
ing the day, but require that certain 
sections be operated on double shifts. 
The normal increase in the demand for 
currency would, within the very near 
future, force the bureau to obtain addi- 
tional manufacturing equipment and 
build a large extension to the present 
plant. The new-size currency makes 
this unnecessary. 
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Atlanta Reports Holiday Rush 
Now in Full Swing—Prices Steady 


(Atlanta office of HARDWARE AGE) | No. 80 fire shovels, 7-16 x 24, 60c. 
ATLANTA, GA., Nov. 28.—With the usual holiday rush now in full | 927j,30nG.Stye!gmiom $400 doz: No. 
swing healthy business is shown in the volume of goods now moving | FIRE POKERS.—Sales continue good 
through both jobbers and retailers in this section. Colder weather | and jobbers report full stocks. 


j i = JOBBERS’ QUOTATIONS TO RE- 
during the past two weeks has also stimulated the demand for sea i, Serer tO Se: 





sonable merchandise and is being met with complete and well-bal- | No. 10% pokers, 4% x 20, 85c. doz.: 
anced stocks. pth ag: ey NaN alleen 


Prices in general are steady. However, advances are in sight on yyp~¢ GRATES AND GRATE BAS- 
axes, manila rope, best grade hand saws, solder, welded chains and  KETS.—This line is moving in good 


bicycles and local jobbers will shortly follow the advance. volume and stocks are full. 
y i i i JOBBERS’ QUOTATIONS TO RE- 
Collections continue to be about fair. TAILERS, F.0.B. ATLANTA, GA.: 


Fire Grates.—Three piece grates, 
including frame, basket and ash 
: -¢ : == scree i 3.25 each; 16 in., $3.75; 
~ - 66 30: N 9 3 SC reen, 14 in., $3.25 € AC ay , 
ent Ss Pag gg 31.79. » O08; 18 in., $4.25; 20 in., $5.25, less 30 per 





AUTOMOBILE ACCESSORIES.—This 





line is not moving a6 fast as a few | No. 6 dry cells, ignition type, unit | ge baskets, round or square 
weeks ago; however, sales show fair | packages, 324 cents each. front, 14 in., $1.00 each; 16-in., $1.05; 
volume and prices are firm as last | G59, 614’ cents; No. 790. 13 cents: 18 in., $1.20; 20 in., $1.40, net. 
quoted. a re gg 190, 13% JUVENILE VEHICLES. — Holiday 
JOBBERS’ QUOTATIONS TO RE- Hot Shot, No. 1461, $1.67; No. 1661, | buying has kept this line moving and 
TAILERS, F.O.B. ATLANTA, GA.: $2.37 | sobbe ill 6 aul enetel nae 
The Mansfield line is quoted as BOLTS NUTS AND RIVETS D ; Jo ee Sees Sen oe : ; 
follows: High pressure tires 30 x 3 yes é | JOBBERS’ QUOTATIONS TO RE- 
tires $6.00, tubes $1.30; 30 x 34, tires mand is fair but steady. Prices remain | TAILERS, F.0O.B. ATLANTA, GA.: 
$7.25, tubes $1.40; 31 x 4, tires $11.40, unchanged | No. 108 automobiles, $4.20 each; No. 
tubes $2.10; 32 x 4, tires $12.10, tubes z | 109, $5.75; No. 107, $5.15; No. 111, 
$2.20; 33 x 4, tires $12.70, tubes, $2.30; JOBBERS’ QUOTATIONS TO RE- | $4.40; No. 119, $6.90; No. 114, $7.25; 
34 x 4, tires $13.30, tubes $2.45; 32 TAILERS, F.O.B. ATLANTA, GA.: | No. 118, $7.25; No. 125, $8.65; No 
x 414, tires $15.95; tubes $2.60; 33 x Carriage and machine bolts are list } aon $10.00; No. 120, $10.50; No. 174, 
414, tires $16.60, tubes $2.70; 34 x less 60 per cent. Nuts list less 60 per | $12.25; No. 122, $13.50; No. 138, 
444, tires $17.15, tubes $2.80; 35 x cent. Stove bolts less 75 per cent. | $15.00; No. 175, $16.75: No. 144, 
4%, tires $18.30, tubes $3.00; 36 x Tire bolts less 50 per cent. Lag 420.50; No. 178, $25.50. 
414, tires $18.90, tubes $3.10. bolts 60 per cent. Rivets, large, $4 | Velocipedes, No. LT, $2.20 each; 
Balloon tires, 29 x 4.40, tires $8.00, | base per 100 Ib. Small wagon rivets | No. 0E, $2.00; No. 1E, $2.15; No. 2E, 
tubes ee $ x i -% tires ee | at 60 per cent. $2.40; No. 5E, $2.38; No. 6E, $2.60; 
tubes $1.75; 28 x 4.75, tires 5, | : No. 7E, $3.00; No. 16, $4.95; No. 17, 
tubes $1.85: 29 x 4.75, tires $10.05, | CHOPPERS.—Orders are fair and|  52°5;: Ne. 21, $6.75; No. 22, $7.75: 
tubes 1. 90; 30 x 4.75, tires zee. | prices firm. No. 40, $5.75; No. 41, $6.25; No. 42, 
tubes $1.95; 29 x 5.00, tires $10.40, j . | $7.50: No. 46, $7.50; No. 47, 9.30; 
tubes $1.95: 30 x 5.00, tires $10.75, | JOBBERS’ QUOTATIONS TO RE- | No ig “7'g5- No. 57, $10.00; No. 76, 
tubes $2.00: 31 x 5.00, tires $11.20, | TAILERS, F.0.B. ATLANTA, GA.: | $9.75: No. 77, $12.25. 
tubes $2.05: 32 x 5.00, tires $12.35, | No. 1 food choppers, $19.20, per | Scooters, No. 102, $2.00 each; No. 
tubes $2.10; 31 x 5.25, tires $12.90 | dozen; No. 2, $23.36; No. 3, $30.00. { 491 ¢9.90:’ No. 131, $2.50; No. 109B 
tubes $2.45: 30 x 6.00, tires $16.60, | No. 323 meat chopper, $2.30 each; {| g3ig° 0’ ~ pie pps : 
tubes $2.50; 32 x 6.00, tires $17.40, | No. 333, $3.90; No. 304, $6.15; No. | Hand cars, No. 10-3-8, $3.35 each: 
tubes $2.65: 34 x 6.00, tires $18.75, | 305, $7.00; No. 344, $10.00; No. 345, | No. 11%, $3.75; No. 111, $4.50; No. 
tubes, $2.90. High pressure and bal- $12.25. 2114, $4.75; No. 221, $6.25. 
loon tires sees 5 per cent from above | CORRUGATED ROOFING.—Demand | Coaster wagons, 03, $1.50 each; 02, 
prices. Tubes less 10 per cent. . . . 3 | $2.49; 01, $2.75; 31, $4.75 
Champion X spark plugs, 45 cents | 1s good and is being met with full | All steel ‘wagons, Ro. 25, $1.95 
each. Bo es Blue Box spark | stocks. } each; No. 26, $2.30; No. 27, $3.15. 
plugs, cents, 1% in. Rose cylinder | . | 3ull Dog coasters, No. 292, $3.75 
pumps, $1.85 each: No. 1 Springfield | JOBBERS’ QUOTATIONS TO RE- | each; Speed Hound, No. 293, $3.50: 
pumps, $1.75. Weed and Rid-O-Skid | TAILERS, F.0.B. ATLANTA, GA: | = High’ Speed, No. 290, $4.90. 
chains, list less 30 per cent: 12 to 49 | $4.00 per square is quoted, with 10 Steel racers, No. 50, $5.40 each; 
pairs, 35 off; 50 pairs or more, 40 off. cents added for il and 12 ft. lengths. No. 60, $6.25; No. 65, $7.00. 
s , | as s : | Sidewalk ‘cycl 2s, No. 8, $9.25 
AXES.—There is still a fair demand | CLOCKS.—There is still a very good) oT Keng as "No. 10, $10.50: No. 
and jobbers’ stocks are complete. | eall for this commodity. Prices remain 10B, $14. 00; No. 21° $11.75; No. 21B, 
JOBBERS’ QUOTATIONS TO RE firm and stocks are well assorted. | $15.25; No. $10.75; No, 11B, $15.00. 
. | Tot ts Me No. 115, $2.40 each; 
TAILERS, F.0.B. ATLANTA, GA.: JOBBERS’ QUOTATIONS TO RE- | No. 125, $3.10; No. 130, $2.60: No. 
Single bit, first Ph nt unhandled, TAILERS, F.0O.B. ATLANTA, GA.: | 131, $3.60; No. 135, $4.75. 
$14.75 per doz.; first quality, handled, Alarm clocks, Big Ben, $2.29; same | Express wagons, No. 18, $6.25 per 
$19.25 per doz.; single bit. second luminous, $3.16; Baby Ben and Saby } doz.; No. 04, $10.65; No. 02, $12.80; 
quality, unhandled, $13.50 per doz.; Ben luminous take same respective | No. 1, $18.25: No. 3, $21.90, 
single bit, second quality, handled, prices; Ben Hur, $1.76; same lumi- | Toy wheelbarrows, No, 5, $5.00 per 
$17 base. | nous, $2.46. doz.; No. 6, $7.00; No. 7, $9.50. 
— Blue Bird. luminous dial, $1.76: | ‘ 4 
AIR RIFLES.—Sales show activity and | Blue Bird, $1.22; Sleepmeter, 1.40: | LANTERNS.—This line continues to 
s Sleepmeter, luminous dial, -10; | ‘ 
’ QUOTATIONS T - Auto clocks, Westclox, plain, $1.76; JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: same luminous, $2.46. TAILERS, F.O.B. ATLANTA, GA.: 
No MS sine om boy — ag gg yh | COAL TONGS.—Seasonable weather Monarch, $8.25 per doz.;_ DeLite, 
- <0, 97.20; : UI - or ° $13.50; No. 210, $7.50; No. 150, $8.50; 
300 shot No. 30. $20.00: 1000 shot No. continues to make this item active. No. 160, $12; No. 160BR, brass fount 
cass A wg ig Fe ~ Te crea JOBBERS’ QUOTATIONS TO RE- and red frame, $18. 
military model No. 40, $40.00. | TAILERS, F.0.B. ATLANTA, GA.: . 
se oe tabes steel oe re shot. | Mo. 45 chad temas, $3 dou; No, 36 ROPE.—Business is reported fair, but 
tubes, lead, $4.30 per 1000.” Sa 214 coal stocks ample. 
oO « ) 
. . : * . | pee < ‘ JOBBERS’ QUOTATIONS TO RE. 
aig once line is still going | FIRE SHOVELS.—Continue to move TAILERS, F.0.B. ATLANTA, GA.: 
ell. Prices are firm and stocks full. | in fair volume and jobbers’ stocks are Cotton.—Cotton rope is quoted at 
JOBBERS’ QUOTATIONS TO RE- adequate 28c. to 36c. per pound. 
TAILERS, F.O.B. ATLANTA, GA.: q Manila.—% and larger, 25c. per Ib.; 
No. 485, $2.06; No. 486, $2.97; No. JOBBERS’ QUOTATIONS TO RE.- %, 26c. per Ib.; 1%, 27c. per lb.; %, 
722, $1.92; No. 770, $2.80; No. 768, | TAILERS, F.O.B. ATLANTA, GA.: 28c. per Ib.; 5-16, 29¢. per lb.; %4, 29c. 





92; x I 
$1.14; No. 774, 39 cents; No. 763, 97 i No. 7 fire shovels, 7-16 x 24, $3 doz.; per Ib. 
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SASH CORD.—Orders show that this 
line is moving slow at this time. 
a. bo ieee ee TO RE- 
TAILERS, ATLANTA, GA.: 
No. 8, hex: rns Ib. 
SAWS.—Activity is still noted and 
prices are reported firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
“Simonds” cross cut saws.—No. 13, 
5% ft., $6; No. 13, 6 ft., $7; No. 324° 
51% i. $6; No. 324, 6 ft., $7; No. 22, 

















ft., $8.10; No $535 7 ft., $9.20; No. 
0214, 5% ft., 20: No. 0214, 6 ft., 
a 480, 200, ven ft., $4.50; No. 200, 






“Atkins” cross cut saw.—No. 









ft., $4.91; No ,6 s 1; No. 
225, 6 ft., $5.85; No. 225, 6% ft., $6.35; 
No. 12, 5 ft., $5.10; No. 12. , $6; 





No. 12, 6 ft., $7; No. 8 5% ft., $6 


STOVES.—Good volume of business is 
being had on stoves and jobbers are 
meeting the demand with well assorted 










stocks. 
JOBBERS’ rag ten: TO RE- 
TAILERS, F.O.B ANTA, GA.: 





Nesco Oil Sook aban 2 burner, 
$18.50 each list; 3 burner, $23.50 each 
list; 4 burner, $29.50 each list; 5 
wuepee, $41.50 each list. 

High shelves for above, 2 burner, 
$5.65 each list; 3 burner, $7 each list; 
4 burner, $8. 60 each list; 5 burner, 
$10.50 each list. 

Nesco Rockweave wicks, $3 per 
doz. list; chimneys complete, $2.50 
each list; glass tanks with valves, 
$1.40 each list. 

Nesco stoves and repairs take 30 
per cent discount, 

Perfection.—Oil range, white porce- 
lain with built-in oven—No. 339 with 
5 Superfex burners, $143; No. 279 
$123; No. 169 Range, black and gray, 
$100,00. Stoves—No. 74 4 burners, 
$31; No. 73, $24.25; No. 72, $18.50. 

Dealers’ discount on net purchases 
of less than $100, 30 per cent; on all 
net purchases including and follow- 
ing $100 qualifying order, 331% per 
cent. On all purchases amounting to 




























$250 or more during calendar year, 
annual bonuses of from 2 per cent 








to 10 per cent will be paid according 
to volume of business. 

Puritan.—Oil range, white porce- 
lain with built-in oven, No. 249, $125. 
Stoves, No. 44, 4 burners, $31; No. 
43, 3 burners, $24. 25; No. 42, $18. 50. 

Puritan discounts the same as on 
Perfection stoves. : 

Puritan Pressure-gas (Gasoline).— 
White porcelain range with built-in 
oven, No. 759, $132. Stoves.—No. 714, 
4 burners, $39; No. 713, $34; No. 703, 
3 burners, $27.25. 

Discounts same as on Perfection 
stoves. 

Ovens, Perfection.—No. 211, 1 bur- 
ner, plain door, $2.60; No. 211G, glass 
door, $2.85; No. 122G, 142G, 2 burner, 
glass drop “door, $6 70. 

Puritan.—No, 42G, 2 burner, glass 
drop door, $5. 75; No. 42, 2 burner, 
steel drop door, $5.50. 

Dealers’ discount on Perfection and 
Puritan ovens the same as on Per- 
fection stoves. 

Heaters, Cast Iron.—Hot blast, No. 
12, low, $11.35 each; No. 14, $12.10 
No. 12, re er $12. 65; $207 14, $15. 00: 
No. 16, $7. Noi 8, 20.00. 

Box a Si a 
long, $3.75 each; 22 - rs 35; 35 a 
$6.05; 28 in., $7. 15; 30° in., $8.15; 34 
in., $10. 50; 36 in., $11.70. 

G@ommon coal heaters, No. 44, $3.70 
each; No. 55, $4.45; No. 66, $5.25; 
No. 77, $6.35. 

Big Joe heaters, extra heavy sec- 
tion, No. 31, $14.15 each; No. 32, 
$18.10. 

Heaters, sheet iron, 17 in., lined, 
$1.35 each; 20 in., $1. 75 24 in., $4.25. 

Wicks.—Oil Stove Wicks.—Perfec- 
tion and Puritan, $3.75 per doz.; $45 
per gross. 

Dealers’ discount the same as on 
Perfection stoves. 

Perfection. — Portable kerosene- 
burning room heaters, No. 1686, 
green porcelain, Pyrex’ globe $17; 
No, 1526, black japan, Pyrex globe, 
$10.25; No. 1530, black drums, nick- 
eled trimmings, $9.50; No. 525, black 
drums and trimmings, $7.50. 

Dealers’ discounts the same as on 
Perfection stoves. 


STOVE PIPE.—Demand is very good; 
prices firm. 


JOBBERS’ eRe TO RE- 
TAILERS, F.O.B. ATLA v nad GA.: 

Smith Multi —29 ga. in., $12. 25 
per 100 yds.; 6 in., $13.00 case 100 yds.; 
7 in., $15.00 per 100 yds.; 7 x 6, $16.00 
per 100 yds. 

Elbows. ort og piece corrugated 5 
in., a 5% in., $1.40; 6 in., $1.50; 


7 in., 





TRACE CHAINS.—Sales continue fair 
and prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, Ga.: 


Per 100 Lbs. 
[CL Pee Pee P ere re ec r errr . $62.50 
TOU. Coben aaesebd der npewes es 69.40 
iOS EE er pe ee ee ee 71,25 
DEEL. 6cabVeseeteokeneeeneeds «os $3.60 
OES Rr re rr ae eee 87.75 
BIOD ccaccicctdecccdadeceecocs. 148.00 


TRAPS.—Dealers continue to place or- 
ders for traps and business is very 
good. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 

Victor No. 0C, $1.10 per doz.; No. 
1C, $1.38 per doz.; ; NO. 14C, $2. 24 per 
doz.; No. 2, $3.36 per doz.; No. 3, $5.49 
per doz.; No. 4, $6.71 per doz. 

Cage mouse traps, $4.50 per doz.; 
rat traps, $8.75; No. 2, 1.50. 

Victor flap mouse traps, 25c. per 
doz.; rat traps, $1.00; 4 hole wood 
choker traps, $1.26 per doz. 


WIRE PRODUCTS.—Still show a slow 
movement and prices remain steady 
and unchanged. 


JOBBERS’ pei TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 


Plain Smooth Wire Black Galvanized 
Gage Per 1001b. Per 100 lb. 
SOD) isatctesartiuske $3.50 $4.00 
DO caves essdussanbeson 3.55 4.05 
errr sore re 3.60 4.10 
aS 0d sno eseusnsarvepans 3.65 4.15 
EE fosewse duveneed bases nen : 45 
OS. wicscusssaewaerweans 4.2 


4.85 

Barb Wire.—Per 80- hn spool: 2- 
point light cattle, $2.50; 2-point light 
hog, $2.75; 4-point heavy cattle, $3.40; 
4-point heavy hog, $3.60. 

Woven Wire Fence.— Per 20-rod 
roll, 726-14, $5.25; 832-12, $6; 939-11, 
$7.85; 1446 12%, $11. 

Poultry and Rabbit.—14 gage fence 
per 10-rod ayo 1635-14, $4; 1918-13, 
$4. 85; 2158, $5. 

Steel Fence Soak. —“T’’ galvanized, 
5 ft., 55c. each; formed painted, 35c. 
each; a i alvanized, 6% ft., 65c. 
each; forme parr. ‘45e. each; ae 
galvanized, 7% ft., 70c. each; formed 
om 50c. Bed ox ie galvanized, 
8 ft., Tic. each; formed painted, 55c. 
each. 6 

Wire Screen.—12-mesh, black, $1.85 
per 100 sq. ft.; 14-mesh galvanized, 
$2.60 per 100 sq. ft.; 16-mesh, gal- 
vanized, $2.90 per 100 sq. ft.; 16- 
mesh, bronze, $6.50 per 100 sq. ft. 





























are rather slow. 





Pittsburgh Reports Holiday Trade 
Developing Slowly—Regular Lines Active 


(Pittsburgh office of HARDWARP AGE) 


PITTSBURGH, Dec. 4.—While demands have been growing for toys, 
the call for holiday goods in general has yet to reach the stride that 
distributers had counted on by this time. The holiday spirit has been 
a little slow in developing in this district this year and the trade is 
looking for no appreciable difference in the volume of holiday goods 
sales, but figure that it will be done in a shorter period than usual 
and probably entail night operation of the stores as Christmas draws 
near. In other classes of hardware, business is making a reason- 
ably good showing. Next year’s prices for screen wire cloth, screen 
doors and poultry netting have’ been announced and they are 
higher as compared with those of the past year by from 5 to 714 
per cent. This constitutes the only important price announcement 
of the week, but there has been a revision in automobile bulb prices 
and one number of flashlight bulbs takes a new price. Collections 








ALARM CLOCKS.—Demand holds up 
well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Plain Luminous 
Dial Dial 
eee $2.29 $3.16 
Baby Ben ....... 2.29 3.16 
A SPEER 1.05 1.58 
Sleep Meter .... eo 2. 10 
ee: errr 2.46 
Ingersoll .... 1.05 “ 2. 4 1.55 to 3.09 


AUTOMOBILE ACCESSORIES.— 
Very active demand is noted for anti- 
freeze radiator liquids and there is also 
an increased movement of tire chains. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Tire Chains.—Lots of 1 to 9 pairs, 
list less 30 per cent; 10 to 49 pairs, 
(one shipment), list less 35 per cent; 
50 pair and over (one shipment), 
list less 40 per cent; adjusters, 5(c. 
to 65c. per pair; pliers, 45c. each; 
links, No. 1, $3.50 per carton; No. 2, 
$3.25; No. 3, $3 
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Radiator Compounds.—Denatured 
alcohol, 1 to 4 barrel lots, 60c. per 
gal.; 5 to 9 barrels, 58c.; 10 barrels 


or more, 56c.; Prestone, 1% gal. and 
1 gal. cans, $3.60 per gal.; % gal. 
cans, $3.80 per gal. 

Spark Plugs.—Lots of 100 or over, 
50c. each; less than 100, 53c. each. 


AUTOMOBILE BULBS.—New prices 


have been announced. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Nos. 81 and 82, 13c. each, list; 
No. 1110, 27%c.; No. 1129, 23c.; No. 
1130, 23c.; No. "1158, 26c. 


AUTOMOBILE TIRES AND TUBES. 


—Sales continue only fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


BUILDERS’ 
keeps good for the time of year. Prices 
are very firm. 


stove bolts, 75 and 10 per 
tire bolts, 60 and 10 per 


off list; 
cent off list; 
cent off list. 

Nuts.—All 
list. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


HARDWARE.—Demand 


styles, 60 per cent off 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique Copp ee less than case 
lots, in 3 x 3 in., $18.50 per 100 pair; 
3% x 3% in., $19; 4 x 4 in., $30. 

Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy pid in., $2.30 per doz.; 


PAINTING SUPPLIES.—Business is 
as good as it ever is at this time of the 
year. Prices do not change much. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, 2 
(white and dark greens, 15c. per 
gal. higher); white lead, 13%c. per 
Ib. in 100-lb,. lots; 10 per cent less in 
lots of 500 Jb. or more, and extra 4 
per cent less in lots of a ton or more; 
turpentine, 77c. per gal. in barrel 
lots; raw linseed oil, 12c. per Ib. in 
barrel lots. 


SCREEN WIRE GOODS.—Prices for 
next year have been announced and 
show advances of 5 to 7% per cent. 


Mansfield Balloon Tires and Tubes: 8 in., $3.40; 10 in., $5.40; light stra ’ = 
ome , oe with se rews,, te, one pair in . TAMERS F.OB PITTSBU ROH: 
ay 100 pair; = : q . 
Regular Duty Tubes, $11.60: ligt, 2, 8 in, $11 per 160 pair: re Se Sie, Ba. 25 mee, 
Size 4Ply 6Ply Each 4 in., $12.60. Pe ee ae 
ee ore! 4 debs 1.08 Hasps.—Hinge, —- screws, $6100 2.20; ronze, No. 1 mesh, 
21 in.—29x4. P zt .50 single dozen lots, 3 in., 65c. per doz.; iaka a ee . 
21 in.—30x4.50 8.45 11.05 1.60 4 in., 79c.; 6 in., $1.05; safety, 3 in. Evans ein —-Cabeanined stot 
19 in, —28x4.75 9.15 ee 97c. per doz.; 4% in. $1.14; 6 in., a vol cog a: co aan on tet 
20 in.—29x4.75 955 .... 1.70 $1.60. acta Gitlin Et te 46 th, Te 
21 in.—30x4.75 9.95 ce 5 i Garage Sets.—Swinging hinges, 10 9 h, $4 re 100) of ft.: No. 3. 
19 in.—29x5.00 | ae in., $3 per set. $4.25: No. 4, $4.50; No.6, $$; No. 8. 
20 in.—30x5.00 10.20 .... 1.80 DOOR MATS. — Demand has b oe 
21 in.—31x5.00 10.65 Gave 1.85 . ema as een Screen Doors.—2 ft. 8 in. by 6 ft. 
rp med = tees = helped by the advent of snow. 8 _in., No. 241, $19 per doz.: No. 
ss . ° eeee 50 a7 § 9 2 OF OF: J . 
ingest | JORBERS: QUOTATIONS TO,RE- | jiush No tissue 
n.—30x5. 11.90 13.85 2.00 » F:0.B. : sags sack 
21 in.—31x5.25 12.25 14.35 2.05 Cocoa, $8 to $15 per doz., according SKATES ere holida demand is 
18 in.—28x5.50 12.30 .... 2°30 to size; wire, 15% x 2314 in., $1 each: ie oe 
19 in.—29x5.50 12.65 14.80 2125 18 x 30 in., $1.50; 22 x 36 in., $2.15; noted for both roller and ice skates, 
20 in.—30x5.50 Sis 15.65 2.35 35 x 48 in., $3.33. but activity otherwise is limited. 
18 in.—30x6.00 15.75 2.25 GAME TRAPS H d d * ° 
19 in.—31x6.00 16.25 2.30 aa eavy demand is re- JOBBERS’ QUOTATIONS TO RE- 
20 in. —32x6.00 16.55 240 | ported for this item. TAILERS, F.0.8. PITTSBURGH: 
n.—33x6. 17.10 2.55 Roll Skates.—Union Hardware 
22 in.—34x6.00 17.80 2°50 JOBBERS’ QUOTATIONS os RE- Co. can. No. 2, 70c. oar pair; No. 3, 
23 in.—35x6.00 18.55 2.55 TAILERS, F.O.B. PITTSBU 75c.; No. 10, $1.05; No. 6, $1.55; 
18 in.—30x6.50 19.15 2.50 Victor, No. 1" $1.10 per doz: No. 1, Winslow line, No. 38%, $1.50; No. 38, 
19 in.—31x6.50 19.55 2.60 $1.38; No. : , $2.44; No. 2, $3.36: $1.60; No. 38, rubber-tired, $2.50 per 
20 in—B2x6.60 290 270 | dome, Noi, Siz; Gibbs, Terigcer, | Mt 
21 in.—33x6. 20.40 2.85 Spring, 94-45; GIDbS, Be Ice Skates.—Winslow line, No. 2110, 
18 in.—30x6.75 20.30 2°85 $5 per doz.; ‘single grip, No. 1, $1.88; ea. wet palit, ame L. S., $1. 12; No. 
20 in.—32x6.75 21.40 3.15 No. 2, $3.35; No. 3, $5.50; No. 4, $6.70. 2120, $1.20, same L. S., $1.50; No. 
21 in.—33x6.75 22.15 3.20 GLASS CLOTH.—There is seasonal ac- 2140, $2.20, same L. a "$2. 50. 


20 in.—34x7.30 30.30 3.45 
Mansfield High Pressure Tires and 
Tubes: 


WEATHER STRIPPING.—Demand is 
good and shows a tendency to expand 
with seasonal weather conditions. 


tivity in this article, which jobbers 
quote to retailers f.o.b. Pittsburgh at 


Heavy He ° 
yy a 24c. per running yard in 100-yd. rolls. 








bs & Duty 
. Sords Tubes , - 
Size Each |GUNS AND LOADED SHELLS—De-| 20555RS. QUOTATIONS To,ne 
WP seeeeee 5 ¢ +4 ’ he 
30x3% Textra ‘Size ‘Ci! +F08 “n mand for shells still shows a fair Meta-Felt, 1% in., $19.50 per 1000 
30x3% S. S. 8. 1:30 amount of activity. Guns are still do- ft; % in., $26 per 1000 ft.; cushion, 
30x32 1.60 * f * ly ll d hi h d ifl all felt, No. 18, $2.40 per 100 ft.: No 
31x4. 1.90 ing fairly wel an 1g -powered rifles 19, $2.85 per 100 ft.; No. 20, $3.25 per 
32x4 2°00 are selling with a fair degree of free- 100 ft. 
33x4 2 0} d 3urfo, hard bronze, 3 and 4 ft. 
34x4 230 om. lengths, 5c, per ft. net. Economy, 
32x4% 9°35 JOBBERS’ QUOTATIONS TO RE- for windows, 36 x 36 in., $1 per 
33x41, 2°45 TAILERS, F.O.B. PITTSBURGH: carton of one window set; for doors, 
34x41, 9°50 Loaded Shelie.-Load 8 os. by 1% 36 x 84 in., $1.20 per carton of one 
+t 2.70 oz., 12 gage, Repeater or Nitro Club, door set, 
33x87 2.80 $33.22 per 1000; “Ranger, $28; Leader | WINDOW VENTILATORS.—This line 
“aa 2 or Arrow, $35.80. " ne 
B5x5 3.40 Guns.—Winchester pump, $39.40 is among the good sellers 
BATTERIES.—Demand for dry cell pcg tyrnwnon gg A age agli JOBBERS’ QUOTATIONS TO RE- 
batteries is more notable for its stead- | ~ Rifles—Winchester, model 02, $5.15 bpp neoes none aaanttc nygetey 
iness than size. each; model 92 S. F., round barrel, Continental, metal frame, No. | 33, 
$21.90; octagon barrel, $23.30; model $4.50; No. 837, $4. 75; No. 845, Moe 
JOBBERS’ QUOTATIONS TO RE- 94 S. F., round barrel, $25.90; octagon No, 1137, $5.50; No. 1145, $6.30; No. 
TAILERS, F.0.B. PITTSBURGH: barrel, ' $27.95; model, 94 carbine, ee oe” 1445, $8.10. Prices are 
92.95: 53, 21.90: a} 55, a Ze >t. 
Broken Unit ore 98: nny ed gp ga IB 3 Continental wood frame ventilators, 
Ne Packages Packages i2A. $15.86 each: 14A $35.46: 25A, o V836, $3.60; No. V923, $4.05; No. 
D. 485 99 $2.06 37 . 
‘0. BD cece cece eee ee BZ. - 2. OE: Savace. repeati aodel 20 V937, $4. 50: No. V949, $6.10; No. V959, 
mo. 406 ..,. 2.20 297 $23.95; Savave, repeating, mode : ; 20, 99.1 > & 
WM crue Spacctacicass 206 192 $34; model 40, $24; model 99A & E, $6.75; No. V1537, $5.85; No. 1549, $7.80. 
Se RE ge ee 3.00 280 $30.90; B & F, $34.50; G, $37.50; model Prices are per doz., net. 
MR Se 132 114 238A, $14.25. Diamond E, metal frame, No. 01, 
EE kee eas ie mack 42 : : $4.40; No, 02, $4.80; No. 03, $5.60; No. 
Ne. Mee 2 ee #8 | HEATERS.—Fairly good demand is re- | "5.99: No. 2, $5.60; No. 3, $6.40; 
7 766 Nesters Sig Tae 1.40 1.30 ported for oil and gas heaters. No. 4, $7.60; No. 5, $8.40. Prices are 
. , . 
No 767 bENeaseas- owas yo 1.30 JOBBERS’ QUOTATIONS TO RE- per doz., net. 
ee ee 93 ye TAILERS, F.0.B. PITTSBURGH: Schumacher, wood frame sheet 
No. € dry cella; ignition type, unit Oil Heaters.—According to size and ‘cae bake 831, $2.75 per doz.; No. 
, ot, 4.00. 


packages, ; P style, $3.75 to $6 each. 
Ses, 6c. each. ; i Wurldsbest.—All metal, No, 2, $2.50 


Nlashlights.—No. 935, 6 Ye. each: Gas Héaters.—Radiant type, “39 to 
No. 950, 6%4c.; No. 790, 13c.; No. 705, $65 each; reflector type, $2.25 to each; No. 3, $3; No. 4, $3.50; No. 5A, 
19%. 5h 750, 1314c.: No. 791, 1c. $13.50. $4; No. 6A, $4.75; No. 6B, $5; all list, 
° — . " ‘ ° . a6 ” di xs 
$2.37 ot.—No. 1461, $1. 67; No. 1661 LANTERNS.—This line still enjoys ge dealers’ discount of 33 1-3 


BOLTS, NUTS AND RIVETS.—De- | fair activity. 
JOBBERS’ QUOTATIONS TO RE- 


— is pretty constant and prices are TAILERS. F.0.B. PITTSBURGH: 
—_ Gasoline.—No. 220, $5.95 each; No. 


JOBBERS’ QUOTATIONS TO RE- 228, $6.30; No. 327, $4.70. 
TAILERS, F.0.B. PITTSBURGH: Kerosene.—Monarch, $8 per byrt 
Boits.—All ie, except stove and Junior, $8.50; Little Wizard, $8.5 50; 
tire bolts, per 100 pieces, 60 per cent D' Lite, $13; Junior Wagon, $17.25. 


WHEELED TOYS.—Holiday demands 
are beginning to assume fairly satis- 
factory proportions. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Coaster Wagons.—Oriole Flyers, 
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$3.75 each; Auto-wheel speeders, No. JOBBERS’ QUOTATIONS TO RE- 
32, $4.35; No. 36, $4.75; No. 40, $5.25; TAILERS, F.0.B. PITTSBURGH: 
Bull Dog, No. 292, $4.15; Pioneer Steel 
Racer, No. 50, $6.50; No. 52, $7. Fence Wire 
10 tan Ne ta each; No. per 100 lb. Annealed Galvanized 
ai, . > «vO. . 0.40. r at 4 A 
Velocipedes.—No. 56, $9 each; No. eS? AARe.- 2208 wer a 
57, $11; No. 58, $13. No. rr : 360 
Automobiles.—No. 108, $4.75; No. cog 370 
170, $6; No. 171, $8; No. 125, $9.50; No. 2 3 85 
No. 159, $10.75. og 14 4:05 
Sidewalk Cycles—No. 11, $12.50 No. 15 430 
each; No. 100, $18. Not 18 4.45 
WIRE PRODUCTS.—Jobbers find sales . ; 
of nails and other common products | 2 point cattle een TO PONE gg 
seasonally light. No action yet has a. te OE ee error 3.18 
been taken by mills with respect to first | {7Doint cattle .2002000200000001 817 
quarter prices. 2-point cattle (special) ........ 2.25 








(Boston Office of HARDWARP AGE) 

BosTOoN, Dec. 4.—December is starting off very well, all things con- 
sidered. New England shelf hardware jobbers in general report a 
further expansion in sales, especially of holiday merchandise. There 
has been quite a decided stepping up in business since last reports. 

Public holiday buying started earlier than usual this year. The 

hardware trade appears to have caught its holiday stride. The big 

public buying movement should come within a fortnight or so, how- 
ever, for it will be then that Christmas savings club checks will have 
been delivered by the banks, and other moneys put away each week 
in banks for this time of the year will be released. 

Retailers are not only buying holiday goods, but a long list of 
staple items such as snow shovels, stove pipes, storm window ac- 
cessories, weather strip and the hundred and one items that are 
needed about homes when the cold weather strikes in as it has done. 
As a result, the market in general is in a very healthy condition so far 
as sales go. Hardware jobbers say that while collections are better 
than they were a month ago, there is still room for improvement. 
Retailers say it is growing increasingly difficult to borrow money for 
business purposes at satisfactory bank rates owing to the wild specu- 
lation in the stock market with its attending tightening of the money 





























supply. 

AUTOMOBILE ACCESS ORIES.— | ree, 27 x .* in, a per ie 
4: | ton; 30 x 4.50 in., 8. Jiscount 
Since last reports there has been a pro- per cent. in less than carton lots, 
nounced increase in the demand for 10c. per tube should be added to the 
° P ° ° cost. 

tire chains and anti-freezing prepara- | Tubes.—Mansfield line, six to the 
tions, due in a large measure to a touch carton, 30 x 4.75 in., Was 90 per carton; 





31 x 5.00 in., $10.5 30 x 5.25 in., 
$11.40; 29 x 5.50 ay $12. 90; 30 x 5.50 
n., $13.50; 30 x 6.00 in., $12. 90; 31 x 
6.00 in., $13.20; 32 x 6.00 in., $13.80; 
33 x 6.50 in., $16.50. Discount 10 per 


of real winter weather, including low 
temperatures and bad going. Some of 
the largest retailers of automobile ac- 





















cessories are convinced that tires will cent. In less than carton lots, 10c. 
be given away at Christmas as gifts to per tube should be added to the list. 
. . Prestone.—In % gal. containers, 
members of the family owning cars. $3.80 per gal.; in 1 gal. aeees. 
$3.60; in 1% gal. containers, .60 for 
TAILERS F. by ete aad TO RE- crate Pala Testers, $1.50 each. 
oe ee ins, straight side, BATTERIES. — Retail sales of radio 
$11.10: 32 x4 in. $11.80; 33 x 4 ine batteries have stepped up quite a little, 
aoa +P =. x 9% an, yg z 4% and that fact is reflected in shipments 
in. $21.15. 35 x 5 4 g08 10. Bnd Bed out of jobbers’ stocks. Jobbers feel 
5 per cent. : that the holiday demand for all kinds 
aso in $130 oe dine, alleen, Fd. and makes of radios and accessories 
30 x 4.50 in. $8.45; 30 x 5.00 in., will be exceptionally good this year. 
es At 5.00 in., $10.65. Discount JOBBERS’ QUOTATIONS TO RE- 
Fives. —Bianafield line, balloon, six TAILERS, F.O.B. BOST 
ply, 30 x 4.50 in., $11.05 each; 30 x Batteries.—Columbia, pose cell, in 
5.25 in., $13.85; 30 x 5.50 in., $15.65; lots of 50, 32c. each net, freight al- 
35 x 6.00 in., $18.55. Discount 5 per lowed. Hot Shot, in barrel lots, No. 
cent. 1461M, $1.65 each net; No. 1562M, 
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Field Woven Wire Fence (per 100 
rods): 
1047- 
1047- 9 
726-11 
726- 9 
939-11 
939 
Poultry and rabbit (No. 
No. 
No. 
No. 215 
Steel Fence Posts: 
Galvanized Painted 
Tubular Formed 
SS . Sy rrre 50c. each Ete : 
SS Saas rorr 55c.each 38c. each 
7 oy, a Te 65c. each 40c. each 
‘ 





Further Expansion in New England Jobbing 
Sales, Especially of Holiday Goods 





Tubes.— Mansfield line, 12 to the $1.97; No. 1662M, $2.34. In jess than 





oevaervcoseccvass eae 45c. each 


‘Bright nails, base per keg, $2.‘ 





barrel lots, No. 1461M, $1.75; No. 
1562M, $2. 07; No. 1662M, $2.45. 

Radio. —Dry cell, in lots of 50, No. 

7111, 35c. each net; in smaller lots, 
40c. each net. B batteries, in units 
of 5, No. 767, less than unit packages, 
$2.06 each net; unit packages, $1. 92) 
No. 770, less than unit packages, $3; 
unit packages, $2.80. No. 772, less 
than unit packages, $2.06; unit pack - 
ages, $1.92. Storage batteries, 6 to 9, 
$9.75 each net; 6 to 11, $11.10; 6 to 
13, $13.05. 
HOCKEY STICKS.—Jobbers were grat- 
ified with sales of hockey sticks the 
past week. It evidently has been the 
best seven day period experienced so 
far this season. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Hockey Sticks.—Boys’ favorite, $2 
per doz. net; Junior, $4; Expert, $6; 
youth’s special, $8; Professional, $12; 
Championship, $14; University spe- 
cial, $16; International special, $20; 
official goal, $24. 

LOCKS AND LATCHES. — Jobbers 
have advanced the cost of certain types 
of Yale & Towne Mfg. Co. locks and 
latches about 5 per cent by a reduction 
in the discount. The makers issued 
new lists some time back. Numbers 
advanced are shown here. 

JOBBERS’ tpt 9d TO RE- 
TAILERS, F.O.B. BOSTON 


Locks.—Yale & Towne ne, No. 2 
rim, $2.50 each list; discount 20 per 
cent, 

Latches.—Yale & Towne line, 
night, No. 42, $2.92 each list; No. 042, 
$2.29; No 36, $1.84; No. 0343, $2.29; 
discount 20 per cent. 


PADLOCKS.—There has also been a 
slight advance in the cost of certain 
types of Yale & Towne Mfg. Co. pad- 
locks, due to a reduction in the dis- 
count, made necessary by recent new 
lists issued by the manufacturer. The 
changes follow: 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON: 

Padiocks.—Yale & Towne line, No. 
223, 50c. each list; No. 326, 80c.; No. 
235, 58c. Discount 30 per cent. 


POULTRY NETTING.—Adhering to 
lists just issued by manufacturers, Bos- 
ton jobbers have advanced poultry net- 
ting approximately 5 per cent to apply 
to 1929 shipments. Revised prices fol- 
low: 


JOBBERS’ eyora tee TO RE- 
TAILERS, F.O.B. BOSTON 

Poultry Netting. — From stock, 
hexagon, galvanized after weaving 5! 
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cent discount; galvanized before 
weaving, 50 and 10 per cent discount. 
Direct mill shipments, galvanized 
after weaving, 50 and 10 per cent 
discount; galvanized before weaving 
50, 10 and 10 per cent discount. 


per 


SANDPAPER.—As was anticipated by | 


jobbers here, there has been a fairly 
large advance in sandpaper. The new 
discounts follow: 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Sandpaper. — In ream _ packings, 
less than half a ream lots, 33 1-3 per 
cent discount; in half ream and 
larger quantities, 40 per cent dis- 
count. In boxed packings, one to 
nine boxes, 33 1-3 per cent discount; 
10 box or larger quantities, 40 per 
cent discount. 

Emery Cloth.—In less than ream 
lots, 15 per cent discount; in ream 
lots and larger quantities, 20 per cent 


discount. 

SCREEN WIRE CLOTH. — Jobbers 
have marked up prices on screen wire 
cloth approximately 5 per cent for 1929 
delivery, having just received new price 
lists from makers. 

JOBBERS’ ag apa TO RE- 
TAILERS, F.O.B. BOST 


Screen Wire Cloth ose 

in rolls of 100 lineal ft., black, 12 
mesh, $2.10 net; 14 mesh, $2.65; 16 
mesh, $3.05. Opal, 12 mesh, $2.50; 
14 mesh, $2.95; 16 mesh, $3.35. 
Bronze, 14 mesh, $6.75; 16 mesh, 
$7.25; 18 mesh, $7.75. 14 
mesh, $6.25; 16 mesh, 18 
mesh, $7.25. 


SCREENS AND DOORS.—Opening 
prices for 1929 are unchanged from 
those prevailing today, according to 
new lists just off the press from manu- 
facturers. Jobbers in general openly 


stock, 


Copper, 
$6.75; 


state that an advance in prices is an- | 


ticipated early in 1929 due to the ad- | 


vance in wire cloth. 

SKATES.—Many retailers who 
making an effort to get holiday goods 
on shelves and counters find their sup- 
ply of ice skates is smaller than antici- 
pated, consequently jobbers are making 
larger shipments than heretofore. 


are | 


In | 


addition, a spell of real winter weather | 
has helped to stimulate interest among | 


retailers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Ice Skates.—Union line, men’s No. 
52414, $1.36 per pair net; No. 424%, 
$1.74; hockey and figure, Ban 69: 
Canadian hockey, No. 5%, $1; No. 7, 
$1.67; ladies’, No. 52, 97c.: No. 5624, 
$1.17; No. 562414, $1.49; No. 572416. 
$1.92; children’s bob skates, 40c. 
SHOVELS. — Jobbers’ shipments of 
snow shovels to retailers located in 
parts of Maine, New Hampshire, Ver- 
mont and western Massachusetts have 
perked up noticeably of late. A few 
inches of snow in these New England 
localities was instrumental in remind- 
ing retailers it was time to replenish | 


stocks. 


JOBBERS'’ Ra Goeven TO RE- 
TAILERS, F.O.B. BOST 

Shovels.—Snow, Rugg on steel, 
long plain handle, round, $4.50 per 
doz.; square, $5; split wood D handle, 
No. 78%, $5; iron D handle, No. 79, 
$5. Boss line, long handle, $4.75; iron 
D handle, $6; split wood D handle, 
$6.75. 

Scoops.— Massachusetts, 


D handle, 


hollow back or strapped back, No. 2 
$16 per doz. list: No. 3, $16.50; No. 4, 
$17.50; No. $18.25; No. 6, $19: No. 7 
$19.75. ‘Ames line, _ No. 2, $24.70 per 
doz. list; No. 3, $25.45; No. 4, $26. 20; 
No. 5, $26. 95; No. 6, $27.70; No. 

$28.45. For polished scoops add $2.20 
per doz. Discount 25 and 10 per cent. 


Spades.— Massachusetts, plain back, 
polished; No. 2, $17.50 per doz. list; 
B, molder, polished, No. 2, $17.50. 
Ames line, plain back polished spade, 
No. 2, $26.20 per doz. list: B, molder, 
polished, No. 2, $26.20. Discount, 25 
and 10 per cent. 


| SLEDS.—Although it is by no means 


active, the movement of sleds out of 
jobbers’ stocks is increasing. 


Buying | 


by retailers is very conservative, how- | 


ever, and largely of a filling in nature. 


Most retailers carried over a stock last | 


winter. 


JOBBERS’ ae eaetan TO RE- 
TAILERS, F.O.B. BOST 

Sleds.—Speedaway, ig - $10.80 
per doz. net; No. 100, $12; No. 150, 
$14.40; No. 200, $18; No. 250, $20.40; 
No. 300, $25.20. Flexible Fliers, No. 
1, $2.50 each net: No. 2, $3.17; No. 3, 
$4; No. 4, $4.34; No. 5, $5.84. Racer, 
$4.34 each net. Racer, Jr., $3.50. 
Framed sleds, No. 52, $11.40; No. 54, 
$17.40; Clipper, No. 2, $10.80; No. 4, 
$14.40; No. 6, $18. Baby sleighs, No. 
0, $10.80 each net; sleigh boxes, $43.20 
per doz. Lightning snow scooter, $24 
per doz. 


net. 
TOYS.—Toys of all kinds continue to 
sell well, according to jobbers here. 
Indications are that more retail deal- 
ers will take 
trade this year than ever before, and 


, 1928 
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dealers have found it necessary to re- 
plenish stocks of weather strip the past 
few days. Jobbers’ sales the past 
week were larger than for any similar 


| period in a month or so. 


JOBBERS'’ Sy Genrer, TO RE- 
TAILERS, F.0.B. BOSTON 

Weather Strip.—Bosley, 
felt, Nos. 60 to 65, in full bale lots, 60 
and 10 per cent discount; Clincher 
double contact, Nos. 7 to 75, 50 10 and 
» per cent discount. Economy metal, 


wood and 





24 cartons to the se, for windows, 
36 x 36 x 36 in., $27.36 per case net: 
42 x 42 x 42 in., $31.68. For door, 36 
x 84 in., $28.80 per case; 42 x 84 in., 
$30.96. Home Comfort, 500 ft. reels, 
maroon, $4.20 per 100 ft.; white, $5; 
Victor, flexible felt, 20 per cent off 
list. Spring bottom strips, 32 in., 
$5 per doz.; 36 in., $5; 42 in., $5.65: 
Axtell, all metal, 36 in., $6 per doz.; 
extra fixtures, $4 per doz. 


WINDOW FASTS.—Sales of all kinds 
and makes of window fasts also have 
improved of late. It is believed that 
retailers in general are carrying small 
stocks and that further buying will be 
noted before the close of December. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTO 


Window Fasts.—Casement Sargent, 
No. 13, $10.13 per 100; Russell & Er- 
win, No. 154M, $4.60 per doz. net; No. 
T7154M, $1.95 (in ordering signify left 
or right); other styles ranging in 
price up to $4.80 per doz. net. 


WIRE CLOTH.—Following the receipt 
of new price lists from manufacturers, 
jobbers have marked up galvanized wire 


| cloth, with the exception of pearl, ap- 


| manufacturers have 
in toys for the holiday | 


consequently it is taken for granted | 


that jobbers’ sales will establish a new 
high record. Many retail hardware 
dealers have their toys on display and 
are making sales. 


WATCHES.—AIll kinds and makes of | 


watches continue to sell, say jobbers. 


There has been an especially good de- | 


mand for wrist watches this year, more 
particularly during November. 
of the buying presumably is for the 


| holiday trade. 


JOBBERS'’ og pte U4 TO RE- 
TAILERS, F.0.B. BOSTO 


Watches.—Ingersoll line ie dials, 
$1.02 each net; Eclipse, $1.67; Junior, 
$2.17; Midget, $2.17; Wrist, $2.33; with 
radiolite dials, Yankee, $1.50; Two in 
One, $1.67; Eclipse, $2.17; Midget, 
$2.50; Wrist, $2.67; Waterbury Chro- 
mium, plain dial, $3.33 each net; 
radiolite dial, $4. New Haven line, 
Tip Top, plain, $1 each net; radium, 
$1.48; Tip-Top wrist, plain, $2.29; ra- 
dium, $2.62. New Haven, 95c. Sports 
timer, $1.65. 


WEATHER STRIP.—Numerous retail 


Much | 





proximately 5 per cent. While prices 
on pearl cloth remain as _ heretofore, 
reduced the cash 
discount to jobbers to 1 per cent. That 
action means a loss of about 1% per 
cent to the jobber, because his cash dis- 
count to the retailer is figured on his 
selling price, and he cannot very well 
reduce the 2 per cent discount allowed 
in former years. 


JOBBERS’ mp Septem d TO RE- 
TAILERS, F.0O.B. BOSTO 

Wire Cloth.—From nese galvan- 
ized, standard grade, widths 24-in. 
to 48-in., inclusive, in rolls of 100 
lineal ft., prices net per unit: 
Mesh Net 
MRE ay hs Ga S Seah sats ented do ed . $4.20 
BU OM en. sadn cite ec, 4.40 
ot Ee ee Peete 4.45 
ob) DOR PR On rd neice eert ot eek 4.70 
Ee wes e's wha 6 Vite. le a aida ip ohare ala 4.70 
DL ER ear eae eat 1.95 
OS Oy gee SS ecient ees -l 
a iy Wie eca baa <a, e-eree goa, Babe <ia oe a 
POE RD et en Le 55 ed oal-5 aheie ee oes 6.20 
Widths under 24-in., 25c. extra 
Widths over 48-in., 50c. extra. 
In 50 ft. rolls, 10c. extra. 

Wire Cloth.—From stock, pearl, 
standard grades, widths 24-in. to 


48-in., in rolls of 100 — ft., reg- 


ular grade, 12 x 13, $4.2 14 mesh, 
$4.75; 16 mesh, $5.25. Widths nar- 
rower than 24-in., 10c. extra; widths 


wider than 48-in., 50c. extra. 








Are you a retail hardware salesman? Turn to 
page 49 and learn of the opportunity offered 
you to win one of three cash awards 
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Cold Snap Stimulates Chicago Business 
on Winter Lines—Few Price Changes 


(Chicago Office of HARDWARE AGE) 


CuHIcAGo, Dec. 4.—Freezing weather in the Chicago trade territory 


acted as a further stimulus to the movement of winter goods. 
weather needs are in excellent demand as a result. 


Cold 
Toys, wheel goods, 


electrical appliances, silverware, pyrex ware, guns, sporting goods, 
cutlery and tools for gift purposes are all very active at this time. 
Dealers are expecting a large holiday volume of business, to judge from 
the orders being received. Local jobbers have complete, well assorted 
stocks laid in to meet the large demand. 


Price revisions were confined to 
lock sets. 
now 7c. per gallon higher. 
dozen higher. 

Firmer prices prevail, 


denatured alcohol, turpentine and 


Alcohol was advanced Ic. per gallon, while turpentine is 
Lock set prices are from 25c. to 75c. per 


with advances possible on insulated copper 


wire, welded chain, manila rope, saws, solder, babbitt, nails, wire and 
Higher priced raw materials are responsible for the firmer 


staples. 
prices. 


Bradstreet’s analysis of the Chicago trade says in part: 
are of favorable conditions, with steel in the lead.” 


of trade in Chicago states: “Sales 


“All reports 
R. G. Dun’s review 
of seasonal goods at retail showed 


a marked improvement due to a drop in temperature, attended by snow 


flurries early in the week.” 


Little change is noted in the Chicago district steel industry. Con- 


siderable railroad car business is 
pected to boost capacity above the 
the late average. 


on inquiry. These orders are ex- 
85 per cent mark, which has been 


Collections are no better, averaging fair. 





AUTOMOBILE ACCESSORIES.—Tire 
and tube prices were recently reduced. 
Anti-freeze solution and other winter 
items are active at same prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
— + & ‘45c. each; Champion Blue 
30x line, 53c. each; A. C. 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 
Spot oe —Appleton, No. 3280, 
$6.50 each 
Chains.—Non- skid, dozen pair lots, 
35 per cent discount. 
Jacks.—National Standard, No. 21, 
$1.30 each. 
1% 


Pumps.—Rose, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 

30 x 3% sien os cord, $4.95; heavy 
duty oversize, x 4 Liberty, 
$9.75; heavy SA at 30, tires, 29 x 
4.40, $7.60; 32 x 6.50, heavy duty, 
$19. 80; tubes 30 x 3%, $1.20; balloon 
tire tubes, gray, 29 x 4.40, $1. 50. 

Anti-Freeze Mixtures. — Eveready 
Prestone, $3.80 gal. in cans, 

Glycerine.—' ‘“G. P. A.,”’ $1.80 gal.; 
alcohol and glycerine solution, 90¢. 
gal. 

AXES.—The ax season is on at last, 
and sales are good in this district. No 
recent price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Handled axes, first quality, single 
bit, 3 to 4 Ib., $18 to $20 per doz., 
double bit, 3 to 4 Ib., $23 to $25 per 
doz. ; handled axes, service grade, 
single bit, 3 to 4 b., $15 per doz.; 
Boy Scout axes, $11. 50 doz.; ; motorist 
hand axes, $12 doz. 

BICYCLES.—The demand is excellent. 
Prices are firm. Small advances are 


probable early in 1929. 
JOBBERS’ QUOTATIONS TO RE- 
CHICAGO: 


TAILERS, F.O.B. : 
Double Bar Moto-Bike Model, 


in. cylinder, 





$26.25; ladies’ model, $25.90; 

and boys’ juvenile model, $23.60 
BOLTS AND NUTS.—Usual demand 
at unchanged prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; small carriage bolts, 
rolled thread, 60-10 per cent discount; 
machine bolts, cut thread, 60 per cent 
discount; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent, discount. 


BUILDERS’ HARDWARE. — Lock 
manufacturers have advanced the price 
of broad bevel locks about 75c. per doz. 
Other patterns were advanced. from 
25c. to 50c. per doz. Butt and hinge 
prices remain the same. Sales are fair- 


ly good. 

JOBBERS’ QUOTATIONS TO RE- 
bernie F.0.B. CHICAGO 

3% x 8% steel butts, old copper 
and dull brass finish, $2.16 per doz. 
“7 in case lots; less quantities, 

2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5 per doz. sets, 
case lots; steel bit- eyed front door 
sets, $1. 45 per set; wrought brass, 
bit-keyed front door sets, $2.60 per 
set; cylinder front door sets, $6 per 
set. 


CHAINS.—Demand continues active. 
Prices are firmer; further advances are 


possible. 
JOBBERS’ Fy gett red TO RE- 
TAILERS, F.O.B. CH ICA GO 
ins, $8. 75 per 


-in. proof coil c 

100 Ib.; Tenesco Bull g and Brown 
coil chains, 50-10 per cent discount. 
No. 00-4% electric welded cow ties, 


$2.75 per doz. 
COTTON GLOVES.—The husker sea- 


girls’ 








son brought the largest husking glove 
business in years. Cold weather is 
bringing in the orders for general pur- 
poses. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO 
8 oz. cotton gloves, $1.35 per dozen. 


ELECTRICAL MERCHANDISE.—The 
market on rubber covered wire is very 
firm. Local jobbers are selling at old 
prices, refusing to pass the manufac- 
turers’ advances on the retailers. Bat- 
teries are active. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Electrical Merchandise.— No. 14 
rubber covered wire, $6 per 1000 er 
in less than 1000 ft. lots, $6.50; No. 
lamp cords, $11.25 per 1000 ft.: in 1000 
ft. lots, $10.50; % in. brush brass key 
sockets, 13c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 
lots of 10, 40 c. each; two piece at- 
tachment ’plugs, Tie. ‘each; dry cells, 
boxes of 50, 32%c. each; less than 
case lots, 35c. each. 
Electrical Appliances.—Iron Hot 
Point, $4.20; in lots of six, $3.90; Sun- 
beam, $5; lots of six, $4.75; Percola- 
tor, Universal 9169, 6.65. 
Radio Supplies. —Radio B batteries, 
E, $1.40 each; case lots of 5, 


5, $2. 80; No. 772, $2.06 each; packages 
» Sl. 92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; ’"No. 485 Layerbilt 
battery, less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2.06 each. 
Radio Tubes. — UX-201A, 97%c.; 
UX-199, $1.46%; UX- or $2. 60; UX- 
171A, $1. 78%. 


GLASS AND PUTTY.—Demand is ex- 
cellent. Local jobbers have plenty of 
“A” grade now for immediate ship- 
ment. Recently advanced prices are- 


quoted. 
JOBBERS’ +g bee re A TO RE- 
TAILERS, F.O.B. CHICA 
Single strength A, all on 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, ng 
per cent discount; double strength B 
all brackets, 87 per cent discount: 
putty, pure grade, $4.25 er 100 Ib.; 
commercial, $3.50 per 100 Ib. 


GUNS AND AMMUNITION. — This 
line is very active. The season’s vol- 
ume is larger than a year ago. Prices 


remain unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Ammunition.—22 short cartridges, 
$2.98 per thousand; 12 gage, medium 

ade smokeless, chilled shot, duck 
shells, $30.59 per thousand; 12 gage, 
high grade, smokeless, chilled shot, 
duck shells, $35.14 per thousand; 12 
gage, long range, smokeless, chilled 
7 duck shells, $87.89 per thou- 
sand. 

Guns.—Remington repeating shot 
guns, $89.45 each; Remington auto- 
loading guns, $45.39 each; Lefever 
double guns, $21.75. 


HAMMERS AND HATCHETS.—Tools 
of high quality and finish are’ good sell- 
ers for Christmas gifts, and holiday 
packing and display will help winter 
sales volume materially. Prices are 


very steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Hammers.—First quality, 10 oz. 
nail hammers, $12 doz.; 16 oz, ma- 
chinists’ hammers, first "quality,. $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
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Hatchets.—First quality hatchets. | j ‘ . 
No. 2 shingling, $12.50 doz.; first | gallon higher. Price on turpentine has | grain scoops is lighter. Pri 
quality hatchets, No. 2 broad, $16.40 been advanced 7c. per gallon. Gini g : rices are 
dos; meaium quality hatchets, No.2 | | JORBERS: QUOTATIONS 7 ae ogres 
sling, $ z.; medium qualit O RE- , 
matchets, No. 2 broad, $12.50 doz. . hg sti ont oo 7% TAILERS F. SB CHICAGO: elim 
HUNTING CLOTHES.—Cold weather | ver gal; S-barrel lots, Svc. per sal snes, TRUelm, intermediate grade, 
js responsible for increased activity. -Linseed Oil, Boiled.—Barrel lots, SS cain el ne Gees 
: : 8ic. per gal.; 5-barrel lots, 82c , common grade, polished, $12.50 
Steady prices prevail. gal. ? * Sic. per per doz.; No. 10 grain scoops, pol- 
JOBBERS’ QUOTATION _ | Denatured Alcohol. — Barrel lot ey ate, Ne TS grain 
TAILERS, F.O.B. CHICA os TO RE we. per gal.; steel drums, oie, eae Foner per doz.; D 
Drybak waterproof coats, $56 per ye cent Dr grade, $8 per dex: Dh en 
doz.; Drybak breeches, $26 per doz.; : Pp e.—Drum lots, T7é6c. per scoops, comp titiv ~~ a oe 
Drybak be $14.30 per doz. 7 aa ee petitive grade, $5.25 per 
e Lead.—10 lots, $13.25; 5 now 
NAILS, WIRE AND STAPLES.— I. lots, $6.75; 25 Ib, lots, sh ase inn Ma Bog black, ame | handles, 
« + 4 8, « at ar 
Sales are quiet at this season, but the Shellac (4% Ib. cuts).—White, $2.58 tie agg ge Ou all 
situation is good and prices per gal. in barrel lots; orange, 2:26 y 
porn Q : ae tem. per gal. in barrel lots. nana SOLDER AND BABBITT.—Usual de- 
ie y QUOTATIONS TO RE- zyendlish Venetian Red.—In barrels, mand continues. Prices are firmer, but 
) 4 2 ° o 3 > - 4 ® id 
rs T atiantities, common ie 5M per lb.; in 100-Ib. lots, 6%c. per not changed in this market. 
cement coate nails, small orders out Dry Paste.— > 7% 2 4 
of Chicago stock, $3.10 per keg base. ee ee ee ee ee TAILERS F.OB Ctlidanor” FE: 
Mill shipment price is $2.95, base. PYREX W Warranted 50- 50 sold 
arene (36,000 lb.) base for mill ARE —Buying i 18 increasing- Ib.; medium 45-55 ae + is tend ae 
pence still lower. Steel cut mails, ly active as holiday season approaches. Ib. ee 40-60 solder, $3 30:50. aa 
No. 9 black annealed wire, $3.30 | Dealers featuring this line in metal i age high speed babbitt metal, $20 
per — Ib. + %. galvanized, plain | frames are meeting with splendid suc- metal, $12 per 100 Ib. — 
weight | ; 
spools galvanized cattle or hog wire, (cess. Prices are the same. STEEL SHEETS.—No change in local 
$3.80 per 100 Ib.; polished fence | JOBBERS’ QUOTATIONS TO RE rices, alth a ean 
staples, $3.55 per 100 Ib. TAILERS, F.0.B. CHICAGO : ie i 4 ough manufacturers have 
6 adv ices » > Wy 
OIL COOK STOVES, HEATERS AND | No. 2%, §12 "doz. pe Miee’: | eas oan using ic of 1 oe 
SUPPLIES.—Oil heaters continue in|  ,Nev) Handled Casseroles, — Round | cent cash di aia baie. ta jeu 
excellent demand; unchanged prices Oval, No. a 0 Fis pa ONS 333 iri h il vagal nage Dagice ae 
Siovall. — Fn oe eae BW x ere will not abandon the old 2 per 
JOBBERS’ QUOTATIONS TO RE- | Bie Plates.-Ni MAE fae 2 aapeen 
TAILERS, F.0.B. CHICAGO: | No. 209 a ae Pony $6 per doz.; +JOBBERS: QUOTATIONS TO RE- 
ee ee ee 72, 2 burners, $18; | Tea Pots.—2 cup, $21 doz; 4 ¢ ee ee ee 
No. 73, 3 burners, $23.25; No. 74, 4 | $24 doz.; 6 cup, $28 doz canines S ee es meeste, 96:96 
burners, $29.50; No. 279’ oil range, Utility Poneto 231. $8 —" per 100 lb.; 24 gage black sheets 
$129; No. a9 Ja wales, 9259. Denke a 0z.; No. $3.80 per 100 Ib. ; 
s’ discount on net purchases of less i —No. 5 ’ 
than $100, a0 per ———-s = ain Sets.—No. 515, $3.43 per set. oe heaters are especial- 
chases including and_followi — active. - i i 
100 qualifying order, 33% per peteme by J yeoman re senengg P oat <nnnaned _eonhicndghasigy 
On all purchases amounting to $250 y _— - upward prsee change on TAEne BuOTA TIONS TO RE- 
or more during calendar year, annual manila rope. Sisal is holding firm AILERS, F.0.8. CHICAGO: 
bonuses of from 2 to 10 per cent will Coa ead : ° Crusader black finished parlor 
be paid according to volume of busi- Curren co 08 quiet. Futures com- heater, $19. 50, each; Crusader porce- 
ing in good volume. ain enamed finish, $26.50 each; Tap- 
Puritan.—No. 42, 2 burner, $18; No. g yp. 5 e pan wood Cola Parlor 5 the meg $51.26 
43, 3 bummer, $23.25: No. 44, 4 burner, <a BERS’ QUOTATIONS TO RE- each; 16 in. Economy, $66.95 each; 
$29.50; No. 249 oil range, $122. Dis- ILERS, F.O.B. CHICAGO: Economy, $72.45 each; oil heater, 12 
Sontite aaiie as Perfection atoves, ogee manila, standard brands, base, in., $6 each; oil heater, 14 in., $8 
Nesco.—No. 450R, $60; No. 400R, 2. per Ib. No. 2 manila, 18c. per each; oil heater, 16 in., $9.50 each; 
$55; No. 215-1105, $51. 50; No. 215, $41: b.; No. 1 sisal, 15c. per lb.; No. 2 oil heater, 18 in., $11.50 each; hot 
No. 214-1104, $38. 50; No. 214, $30: No. sisal, 14c. per Ib. blast with mica door and ashpan 
213-1103; $30.50; No. 213, $33. 50: No. SASH CORD.—Fai ’ nickel trim, 12 in., $11.30; 14 in.. 
212- 1102, $23.50; No." 212, $18: No. 211, he a air demand. Prices $12.70; 16 in., $14.65; 18 in., $16.65. 
rices quoted are for Nesco are steady. anges ar i . me 
fone No . including Chicago Nesco yore ae ser coon geo STOVE GOODS.—Shovels and dam- 

y are subject to dealers’ dis- ‘ i I i 

oe re eee eS 8 TAILERS, F.0.B. CHICAGO: — on ~ moving freely. Good quality 

Sat Moin te om 8 a 0 Standard brands, $8.15 per ovels are also active. Prices are 

burner, plain door, $2.50; 211G, glass eon od —— at 8, $9.35 per doz. steady on a low base. 

door, $2.70; No. 122G, 2 burner, glass 7705 ompetitive “ey No. 7, 

swing door, $6.20. $7.70 per doz. hanks; No $8.80 per JOBBERS’ QUOTATIONS TO RE- 
apuritan-—No. 424, 2 berner, glass doz. hanks. bio gest F.0.B. CHICAGO: 

op door, “" burner, oal nods, galvanized, 17 

drop door, ($5.50;, No. 42 2 burner, | SAWS, CROSS CUT AND WOOD—| to. $5, doz; dampers, gn i on 
counts on Perfection and_ Puritan Demand is showing improvement due die, 6 in., $1.25 doz.; dampers, non- 
ovens the same as on Perfection to colder weath Pri reversible spindle, 6 in., $1.15 doz.; 
stoves. rR ag aE eather. ices are firm. om 28 ga., 6 in., corrugated, $1.35 
_Ovens.—No. 0. JOBBERS’ QUOT . 2 gg I ayaa igs ~ 
$2.10; No. 5, $2.25: No, “O10, $3.90; TAILERS, FOB CHICAGO: heavy fine finish, $2 doz.; pipe, 28 ga., 
No. 10, $4; No. 22, $4: No, 020, $4.50; 5 ft. narrow Champion tooth, $1.55 6 in. Ile. to 18c. Joint; rugs, con- 
No, 26, $4.75; No. 080, $5; No. 30, each; 5% ft. wide Champion ‘tooth, goleum stove, 4% x 4%, assortment 
t.$0:" No. O80, #6; No. dor, $6.30. $2.10 each; 5% ft. wide Lance tooth, eo sn 

-alers ount, 3314-5 per cent. 4.3 h; 4 

“to hs per ae Wicks.— tooth, “32. 45 scuaik, pane Race Leen np bani — Excellent holiday 

75 per dozen, per gross. Deal- Single braced frame emand is r i 

a same as Perfection blades $8. 25 doz.; double braced wee prices it nigga ae 
soQil, Heaters—Perfection No. 510 ri caps thes eg gE JOBBERS’ QUOTATIONS TO RE 
os as: oe ss *No,’ 1600, 1636, $7.15; SAWS, HAND.—High grade patterns TAILERS, F.0.B. CHICAGO: : 
1530, $9.50" "No, 1560, $11; No. 1665, are in active demand. Prices are steady. RE gee gy om gy wie ate gn nt Ag 
$13.50: No, 1670, $14.50. ' Perfection JOBBERS’ QUOTATIONS TO RE- i eae Gas tt ee nea 
Firelight Heaters, No. 1526, $9.75; No. TAILERS, F.0.B. CHICAGO: each; 23 in. front wheels, 14 in Sg 
tere 50." Dealers’ discount same 26 in., $29.50 doz.: 26 in., $33 doz.; $9.25 each. ssi aca ea, 
ection cook stoves. 26 in., $49.95 doz.; spec al, 26 in., ; 
,Neose Oil Heaters —No. 12, $5.50; : — -_ 
cine acer, as | Sel ia Vo Soe orcas 
"75; ‘No. 50: No. 1900C. = e e call. Prices re- 
He No. Gun seer He aD SCREWS. Prices are steady on the main steady. 
$12: No. -21908 $10.50; No. 19008, new advanced basis. Sales are at nor- JOBBERS’ QUOTA 
3! No a 12.75: TATIONS TO RE- 
Nos. 705C, 705D and 705E, $16. maaan ee ee eee 
Discount 30-5 per cent. JOBBERS’ QUOTATIONS TO RE- Diamond BEB — Metal frame cloth 
Nesco Wicks, Cook Stove. — $3.00 TAILERS, F.O.B. CHICAGO: ventilators, 8 in. hgt. opening, 16 in. 
per doz., same discount as Nesco Flat bright screws, 47% per cent; x 33 in., $4.40 dozen; 20 in. x 39 in. 
stoves, Nesco oil heater wicks, No. round head blued, 42% per cent; $4.80; 11 in. hgt. opening, 16 in. x 
348, 40c, each list; No. 515 Giant, flat head brass, 40 per cent; roun 33 in., $5.20 doz.; 20 in. x 39 in., $5.60 
list. 75e. each. Discount on Nesco head brass, 35 per cent. Larger or- doz. Continental, steel frame, cotton 
heater wicks, 3014 per cent. ders 10 per cent less. clomh 6 ne $4.50 doz,; 837, $4.75 doz.; 

: p 137, $5.50 doz.; 1145, $6.30 doz. Con- 
PAINTS AND OILS.—Demand is nor- SHOVELS AND SCOOPS.—Furnace tinental, wood frame, cotton cloth, 
mal for this season. Alcohol is 1c. a | scoops are active. The demand for ore. s “tion doz.; 937, $4.60 doz.; 1587, 

0,80 ° 
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WAGONS. — The excellent Christmas | type, 4, % ».. fee ig ft.; Bo- | , Kay cinusp, recieer, men’s andl boys’, 

‘ meco, type B, 1% in., a er 100 right finis Tbe. pair; half k 

demand continues. Unchanged prices } ft., Bomeco, type AR, % in., $2.40 per clamp rocker, women’s and siete’ 

prevail. | 33.207, i ee , Peay ahh - cast —. ge eon neem $1.06 
: | er ac-Ezy x pair; half key clamp hockey, wo 

TAaneF. a ah RE- window, 90c. each; Tac- Ezy, 42 x 42, and girls’ best steel runner: "sae 

$1 each; Tac-Ezy, 3 x 7 ft. doors, pair; children’s extension bob skates, 

14% x 33% steel wagon, 10 in. disk $1.25 each. polished, 35c. pair; nickel plated, 45¢: 

wheel % in. tires, $3 each; 16 x 36 in. pair; Union tubular ice skate «utfits, 


| 
wees pene, 30 in. wheels, % in. WINTER SPORTING GOODS.—Real roe, ss —_—— ty flyer 
*S, $2.85 each. : . outfits, aluminum finish, $5.25 outfit; 
WEATHER STRIP.—Demand is excel- skating weather is needed to create a Nestor Johnson ftyer outfits, nickel 
eek Milenko . h large demand, although skates, skis plated, nee oar, erand skis, 
: ow no change. : : : . edgegrain pine, ., 60c. pair; 5 ft. 
aime rate ta sii se and hockey sticks are moving in fair 90c. pair; 6 ft., $1.30 pair; 
TAILERS, F.O.B. CHICAGO: 2 volume. ne wy KY Pg 
’ owes $ pair; 5 ft., $1.10 pair; 6 ft., $1.50 pair. 
Home Comfort, $32 per 1000 ft.; JOBBERS’ QUOTATIONS TO RE- Sleds.—Flexible flyer sleds, 35 per 
° “ I 
Nu-Strip, $15 per 1000 ft.; Bomeco, TAILERS, F.O.B. CHICAGO: cent off list. 





Cincinnati Retailers’ Sales Trend Upward 
—Price Situation Is Notably Stable 


Balloon Inner Tubes 
High Medium 


Grade 


(Cincinnati office of HARDWARE AGE) | 
CINCINNATI, Dec. 4.—The wholesale hardware trade has slowed | 
down somewhat in the past two weeks, partially on account of un- | 29x4.40 $1.2: 
‘ 5 1.60 140 
| 
| 
| 


30x4.50 

29x5.00 ‘ 1.52 
30x5.00 : 1.56 
31x5.25 .0F 1.! 
32x6.00 j ‘ 
33x6.00 


seasonably warm weather. Bookings have fallen below last year’s 
level as a result of what is regarded as a temporary lull in demand. 
However, indications are that the stimulus of the activities inci- 
dent to the holiday buying period will bring sales up to a satisfac- 

$0.5 


tory volume. 
In builders’ hardware interest has been sustained considerably | 3ixi ” 1.60 it 
beyond the time usually set as the end of the active season. Demand | 33x: ; se 


Note.—The above. prices are sub- 


for radio tubes, flashlights, anti-freeze solutions, ammunition and | 

* ject to additional discounts on spring 
guns has been unusually good. Retailers also are carrying large orders. 
stocks of electrical merchandise and Christmas sales in that line | BOLTS AND NUTS.—There has been 


promise to exceed previous records. red change in this line and prices are 
rm, 


ices hav intai i k racterized b 
Prices have been well maintained in a market cha y indie etiiiieiiiies ee ne 


stability of demand as well as of quotations. There has been an in- TAILERS, F.O.B. CINCINNATI: 

crease of about 5 per cent in brass screws, and poultry netting and nent os. carriage B84 machine 

wire cloth are expected to go up somewhat next spring. However, thread carriage and machine bolts, 
60 and 10 per cent off list; stove 


screen doors, window screens and steel goods for 1929 will remain bolts, 20 per cent off list; square, 
hexagon and tap nuts, 60 per cent off 
unchanged. i 


list. 
Retail hardware sales are trending steadily upward. Worthy of | guitpERs’ HARDW ARE.— Activities 
note is the fact that dealers in this district each year are selling a | have held up remarkably well through 


larger percentage of the toys bought by this and nearby communi- | the fall season and sales this year com- 
pare favorably with those of 1927. 


r r aving improved. : D 
ties, Collections are regarded as h g P Prices are being well maintained. 


ARSE UOTATIONE ATO, BE 
ANTI-FREEZE SOLUTIONS.—The|  érams aro retarned: ‘The capecity of Sash Weights.—Sash welghts, $1.75 
past week has been an unusually active | Alcohol in 1 cok < cans, 89c. per gal.; per doz. i 
period for the sale of anti-freeze solu-| in case lots of 10 cans ‘each, 87c. per Inside Sets. Square bevel inside 
: or gal.; in 5 case lots, 85c. per gal. sets in case lots, $4.50 per doz. 
tions. Demand has been well distrib- Butts.—31%4 in. old copper and dull 


uted among all products and bookings | AUTOMOBILE ACCESS ORIES.— penas Suite, 4 Me san, case 
in some cases are running ahead of 


Business on tires and tubes has been 23c,’ per pair in case lots. 
those last year. 


only fair, most of the orders having ; ‘ 

been for early spring delivery. How-| BOYS’ WAGONS.—With the approach 

JOBBERS’ QUOTATIONS TO RE- ever, winter accessories have been mov- | Of the holiday period the shipment of 
TAILERS, F.O.B. CINCINNATI: ia a 


boys’ wagons to retail dealers has been 
Alcohol Glycerine.—In 1 gal. cans, heavy. 
$1.31 r gal., or $14 per doz. gal.; in JOBBERS’ QUOTATIONS TO RE- f 
5 cal’ cama, $1.24 per gal. for one to TAILERS, F.O.B. CINCINNATI: vin en Blinc 
three cans, $1.10 per gal.; for three to Balloon Cord Casings ’ sole 
five cans, $1.07 per gal., for six or attoon Vor 9 Bunny wagon, 85c. each; greyhound 
more cans; in 50 gal. drums, 75c. per Medium Low No. 483, $3.10 ‘each; greyhound No. 
gal., for from one to four drums; 92c. Grade Grade 493, $2.85 each; greybound No. 497, 
per gal. for five drums or more. 29x 4.40 4 > $6.10 $3.75 each; greyhound No. 697, $4.45 
Eveready Prestone.—1\% gal. cans, 30x4.50 N i 6.75 each; speedh ound No. 293, $3.25 each; 
$3.60 per gal.; 1 gal. cans, $3.80 per ae 85 Ser a scooter No. 108, $1.15 each; scooter 
gal., or $3.60 in a 6 ——~ i 30x5.00 .. ; eR : 8.40 No. 109B, $2.60 each. 
, 8s, * .80 5 : oe o> ‘ ‘ 6 
ay gh ph my wits aise er v4 a ee: y ‘ COAL HODS.—Replacement orders 
: Ivo.—In 2 gal. cans, in 30 Bi 33x6.00 . . E have been of fair volume. 
——_ iis aay slags i JOBBERS’ QUOTATIONS TO RE- 
Alcohol.—In 1 to 4 drums, 65c. per 30x3 beh 5. . TAILERS, F.O.B. CINCINNATI: 
gal.; in 5 to 9 p ES lots, 63c. per gal., ‘ 7.15 K Japanned coal hods, 17 in., 
in 10 drum lots or over, 61c. per gal. wats 11.25 i per doz.; 18 in., $3. 80° per doz. ; 
Note.—There is a charge of $6 per 14. 11.75 ‘ galvanized coal hods, 2 in., $4.45 per 
drum, but this is rebated when the ; 15.60 a doz.; 18 in., $4.85 per doz. 


High Pressure Tubes 
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FIRE SHOVELS.—Business continues 
fair on this item. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
No. 6, 50c. each; No. 5, 70c. each; 
No. 256, galvanized, 80c. each: Never- 
preak, $4.25 each; Boss, $1.75 each. 


ELECTRICAL GOODS.—Retailers are 
well stocked with electrical merchandise 
for the holiday trade. Christmas tree 
lights and ornaments are being actively 
pushed and sales of these items are ex- 
pected to establish a new record. There 
is also developing a good demand for 
high-priced articles, such as_ perco- 
lators, waffle irons, heaters, etc. 


FLASHLIGHTS.—There has been a 
heavy demand for flashlights and job- 
bers are busy supplying the trade with 
enough merchandise to meet current re- 
quirements. 


FLASHLIGHT BATTERIES. — Busi- 
ness in this line is active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 19%%c. 
each; small or large monocells, 6%4c. 
each. 


GAME TRAPS.—The hunting season 
has proved profitable for those dealers 
handling game traps and sales have 
measured fully up to the level of 1927. 


GUNS.—Here is a line of merchandise 
which has been in better demand this 
year than last. From the standpoint 
of local jobbers sales have been satis- 
factory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Single barrel shot guns, $6 to $10.75 
each; double barrel shot guns, $13.50 
to $33.25 each; single shot rifles, $2.12 
to $7.40 each; repeating rifles, $10.20 
to $22.40 each; automatic rifles, $20.36 
each; air rifles, $12 to $40 per doz. 


GASOLINE LAMPS.—Business in gas- 
oline lamps has been fairly good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Gasoline lamp No. 117, $6.50 each; 
No. 118, $7 each; No. 119, $8 each: 
gasoline lantern No. 220, $5.95 each; 
No. 228, $6.30 each; gasoline lamp 
No. €329, $5.50 each; No, P329, $12 
each; No. B329, $6.75 each; gasoline 
lantern, No. L327, $4.70 each. 


OIL AND GASOLINE STOVES AND 
HEATERS.—Orders booked by local 
jobbers have been of fairly good vol- 
ume and prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Oil Ranges.—Perfection in white 
porcelain with built-in ovens, No. 
339 with 5 Superfex burners, $140; 
No. 279, $120; Puritan, with white 
— with built-in oven, No. 249, 


Oil Stoves.—No. 74 Perfection, 4 
burners, $29.50: No. 73 Perfection, 
$23.25; No. 72 Perfection, $18; No. 44 
Puritan, 4 burners, $29.50; No. 43 
Puritan, 3 burners, $23.25; No. 42 
Puritan, $18. 

Note.—Dealers’ discounts on Per- 
fection and Puritan brands on net 
Purchases of less than $50, 30 per 
cent; on all net purchases, including 
and following $50 qualifying order, 
33% per cent. On all purchases 








amounting to $250 or more during 
calendar year, annual bonuses of 
from 2 per cent to 10 per cent will be 
paid, according to volume of business. 

Gasoline Pressure-Gas Stoves.— 
Puritan No. 714, 4 burners, $38; No. 
713, $33; No. 703, 3 burners, $126.50; 
Puritan white porcelain range, with 
built-in ovens, No. 759, $128. 

Ovens.—Perfection, No. 211, 1 burn- 
er, plain door, $2.50; No. 211G, glass 
door, $2.70; No. 122G, 2 burner, glass 
swing door, $6.20; Puritan, No. 42G, 
2 burner, glass drop door, $5.50; No. 
42, 2 burner, steel drop door, $5.25. 

Note.—Dealers’ discount on Perfec- 
tion and Puritan ovens the same as 
on Perfection stoves. 


Wicks.—Perfection and Puritan oil 
stove wicks, $5 per doz.; $60 per 
gross. (Dealers’ discounts the same 
as on Perfection stoves.) 

Oil Heaters. — Perfection portable 
kerosene burning room heaters, No. 
1686, green porcelain, Pyrex globe, 
$16.50; No. 1526, black japan, Pyrex 
globe, $9.75; No. 1530, black drums, 
nickeled trimmings, $9.25; No. 525, 





black drums and trimmings, $7.25. 


Note.—Discounts the same as on 
Perfection stoves. 
Nesco Oil Cook Stoves, 2 burner, 


$18.50 each list; 3 burner, $23.50 each 


list; 4 burner, $29.50 each list; 5 
burner, $41.50 each list. 
High shelves for above, 2 burner, 


$5.65 each list; 3 burner, $7 each list; 


4 burner, $8.60 each list; 5 burner, 
$10.50 each list. 

Nesco Rockweave wicks, $3 per 
doz. list; chimneys, complete, $2.50 
each list; glass tanks with valves, 
$1.40 each list. 

Nesco stoves and repairs take 30 


per cent discount. 


PAINT SUPPLIES.—There has been a 
sharp drop in sales on account of sea- 
sonal conditions. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O0.B. CINCINNATI: 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
78c. per gal.; turpentine, in 2 barrel 
lots; 68c. per gal.; white and red lead 
in 500 lb. kegs, 13%4c. per Ib. less 10 
per cent. 


RADIO BATTERIES. — Demand has 
been sustained at a good rate and job- 
bers are well satisfied with results. 


JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O0.B. CINCINNATI: 
Net price Net price 
each, less eachin 
Stock No. unit pkg. unit pkgs. 
Super B bat., No. 21308 $3.20 $2.97 
Super B bat., No. 22308 2.22 2.06 
B batteries, No, 10308 2.81 2.63 
B batteries, No. 2308 1.88 1.75 
B batteries, No. 5308 1.88 1.75 
B batteries, No. 2158 1.31 1,22 
B batteries, No. 2156 1.31 1.22 
C batteries, No. 2370 38 35 
A batteries, No. 6 -40 3514 
Note.—Nos. 21308, 5308, 2158 and 


2156 are in unit packages of 5;: Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES.—There still exists an 
acute shortage of radio tubes and job- 
bers therefore are unable to meet the 
requirements in the retail trade. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 


MX199 general purpose tubes, $2.25 
each; MV199 several purpose tube, 
$2.25 each; MX201A general purpose 
tubes, $1.50 each; MX201B general 
purpose tubes, $2.50 each; X200A 
detector tubes, $4 each; MX240 high 


Mu tubes, $2 each; MX112A power 
amplifiers, $2.75 each; MX171A power 
amplifiers, $2.75 each; MX280 full wave 
rectifiers, $4.25 each; MX281 half wave 
rectifiers, $7.50 each; MX226 ampli- 
fiers, $2.25 each; MY227 detectors, $4 
eacn.,. 


| 









POULTRY NETTING AND WIRE 
CLOTH.—Prices for 1929 will be some- 
what higher than during the past year, 
although jobbers have not yet made 
public the new quotations. 


REGISTER SHIELDS.—Business has 
held up to a fair level in the past two 
weeks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Gem copper floor register, $12 
doz.; Gem copper wall register, 
per doz.; Star japanned floor regis- 
ter, $10 per doz.; Star japanned wall 
register, $5.20 per doz. 


per 


36 


ROPE.—The demand for rope is at a 
low point at the moment. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Ocean Manila rope, 22 per 
Sisal rope, l4c, per Ib 


lb.; 


16c 


ROLLER SK ATES.—The holiday trade 
in roller skates is expected to be good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: « 


Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair. ° 


ROOFING MATERIAL.—Dullness per- 
vades the market for roofing material 
on account of seasonal conditions. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Roofing Paper.— Light standard, 
$1.10; medium standard, $1.30; heavy 


standard, $1.60; light Holdfast, $1.25; 
medium Holdfast, $1.70; heavy Hold- 
fast, $2.05; K red and green slate 
surface, $2.15. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 


crude, in barrel lots, 24c. per gal.; in 

half barrel lots, 26c. per gal. 
Roofing Cement.—Liberty, elastic, 1 

Ib., 12%4c.; in 5 Ib. cans, 9'4c. per Ib.: 


in 10 1b. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per lb. Certain-teed ce- 
ment, 36 Ib, to the case, $4.25 per 
case; in 5 lb. cans, 12 cans to the 
box, 844c. per lb.; in 10 lb. cans, 6 


cans to the box, 744c. per Ib. 


SCREEN DOORS AND WINDOW 
SCREENS.—Announcement has _ been 
made by local jobbers that prices next 
spring will be the same as in 1928. 


SANITARY PRODUCTS. — Business 
has continued at an even pace in this 
line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCPNNATI: 


Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz.; 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 
case lots, ee per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, 
lots, $2.25 per doz.; 
cans, $2.15 per doz.; 
per doz. 

Chaco boiler liquid, single quarts, 
2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 


less than case 
ease of 2 doz. 
gross lots, $2 


celain cleaner, 16 oz. size, $1.20 b+} 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 4% oz. size, 
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$1.80 per doz.; Waterless cleaner, 2 | rakes, ete., will be the same as during JOBBERS’ QUOTATIONS TO RE. 


























pt. size, $5.40 per doz.; same, 5 pt. 

size, $9 per doz.:; Window anwon’ 6 the past year. TAILERS, F.0.B. CINCINNATI: 
oz. size, $3.60 per doz.; same, 12 oz. ine i 

size, $5.40 per doz.; Presto Lustre, | Fag gy seb Ne ab ag 
6 oz. size, $2.60 per doz.; 12 oz. size, 40, $5.50: No. 959" $64 ge ® 
$4.32 per ‘doz.; 16 oz. size, $2.40 per | STOVE PIPE.—There has been no/ 94%, $5.50: No. 959, | $6.05; No. 1537, 
loz., and Dry Cleane Zz, size i i i 5.25; No. 1149, $7.10, and No. 836, 
don. — a” leaner, 8 02, size, change in this commodity. $3.35, all prices per doz. 

Hercules tile and porcelain clean- JOBBERS’ QUOTATIONS TO RE- Continental ventilators, metal type 
er, $2 per doz.; in gross lots, $1 per TAILERS, F.O0.B. CINCINNATI: No. 833, $4.60; No. 837, $4.75; =. 
doz. ‘Stove Pipe.—29 gage, u.c. crated 1137, $5.30; No. 1145, $6.35; No. 1437, 

Hercules Radiator Stop Leak, 8 oz. pipe, 4 in., $10 per 100 joints; 29 gage $6.90 and No. 1445, $7.80, all prices 
cans, 1, 2 and 3 doz. cans to a carton, u.c. crated pipe, 6 in., $12 per 100 per doz. 
$3.50 per doz. joints; 29 gage u.c. crated pipe, 7 in., te 4 

Hercules boiler liquid, quart cans, $14.50 per 100 joints; 28 gage u.c. gg age Og ir ne gg he eg 
$1.50 each. po aes 6 in., wy per 100 type, No. 01, $4.40; No. 02, $4.80; No. 

Beonomy jumber, oe = oints; gage u.c. crated pipe, 7 in., 03, $5.60; No. 1, $5.20; No. 2, $5.60: 
cleaner, $2 wake dame. 1-Ib. cans. Sane $15.35 per vate Joints. . No. 3, $6.40; No. 4, $7.60, and No. 5, 
in 2-lb. cans, $3.90 per doz. The 1-lb. Elbows.—U.c. elbows, 4 in., 95c. per $8.40. All Diamond E prices are per 
size is packed 1, 2 and 3 dozen to a doz.; 6 in., $1.40 per doz.; 7 in., $1.85 doz. 
carton. The 2-lb. size is packed in per doz. 






1 and 2 dozen cartons. 


, ; ; WEATHER STRIPPING.—tThe §sea- 
STOVE BOARDS.—In this line also} sonal demand for weather stripping has 















SCREWS.—Prices of brass screws | there has been no change. Loon uhout weeuel 
have advanced about 5 per cent, but JOBBERS’ QUOTATIONS TO RE- : 
other quotations have not been changed. TAILERS, F.O.B. CINCINNATI: JOBBERS’ QUOTATIONS TO RE. 
JOBBERS’ QUOTATIONS TO RE- : Pager Sneek Seen eat x 24 TAILERS, F.O.B. CINCINNATI: 
TAILERS, F.0.8. CINCINNATI: per pe gg Ae erin Wood and rubber weather  strip- 
Flat head bright screws, 60 and 5 Wood-Lined Stove Boards. — 24 x ag ae ee ae 1000 ma No. 
off list; flat head blue screws, 60 off 24 in., $11.40 per doz.; 30 x 30 in., %, $24 per t.; No. 4, $34.50 per 
Nats aint head bine screws, 50 and $18.60 per doz.; 36 x 36 in., $25.50 per 1000 ft.; No. 7, $41 per 1000 ft. 
100 ist; roun ea ylue screws, OZ. r ™ oe 
50, 10 and 5 off list; round head brass on bay Raed a. gga 
ee ee eee $27 per 1000 ft.; No. 75, $46.50 per 
wire goods, %, 29 and 6 of ist. VENTILATORS.—Replacement orders 1000 ft. remy ay, ; 
have been fairly numerous, although AS velar Wweathet cliente, Ne. 
STEEL GOODS.—The schedule on| the season for this commodity is draw- 9, $21 per 1000 ft.; No. 10, $28.50 per 












spring agricultural goods, such as hoes, | ing to a close. 1000 ft.; No. 11, $35.50 per 1000 ft. 






Shapleigh Hardware Co. 
Produces New Plaque 


Shapleigh Hardware Co., St. Louis, Mo., 
has been receiving many congratulatory let- 
ters from its friends and customers who 
have seen the new plaque entitled “Hope” 
which the company is distributing. It is 
acclaimed as a worthy companion to the 











original plaque issued some years ago. 
Both of these plaques, herewith illus- 
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HIS | tf Ne: K O; 9 


Ns 


(Ww ~~ \ Peg ts \ ww . . . 
sis ohh eS > CHI CON AE trated, are lithographed in bright colors, as 
W> 6 





‘\e COT 
A ee shown in the advertisement on the back 
cover of this issue. The plaques are rich 
and colorful, strong in simplicity. The 
brief sentiments express fully the feeling 
of the Shapleigh Hardware Co., toward its 
friends and customers. 
The two plaques, each measuring 9% by 






9 Ea a area 


















6% inches, will be sent without cost to cus- 95 | 
tomers who write requesting them, address- 
ing their letters to the company in St. 
Louis, Mo. 
aaeian 
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The Remington Weekly Letter 


THERE IS ONLY ONE KLEANBORE— 
DO NOT SUBMIT TO SUBSTITUTIONS 


30 somes 


M 
~QAINS nC 
165 GR meme mW EROSIVE 
Cc 


oe? 


Express = 


30 EXPRESS. 
= 


oR 


The above has appeared in all Kleanbore 
advertisements for the last two years. Increased 
sales of Kleanbore cartridges prove clearly 
enough that the sportsmen want Kleanbore 


and nothing else. 


Dealers who stocked and pushed Kleanbore 
doubled their sales of metallic ammunition and 
.410 gauge shotgun shells. They didn’t antag- 


onize or lose customers by trying to sell them 
something else “‘just as good.” 


All sizes of rifle, pistol, and revolver car- 
tridges, both rim fire and center fire, are now 


Kleanbore. The shooter knows it. He knows 
there is no good reason why any one who wants 
to protect the inside of his barrel from rust, 
corrosion, and pitting should shoot anything 
else. He is annoyed if his dealer happens not 
to have ample stocks of Kleanbore Cartridges. 
Disappointed customers do not build up busi- 


ness. 


Shooters go where they can find what they 


want. The way to get the real business in metal- 
lics is to have Kleanbore. 


Your jobber can supply you. Don’t submit 


to substitutions—your customers won’t. 


President 


REMINGTON ARMS COMPANY, Inc. 


25 Broadway, New York City 


Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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Holiday Business Getting Under Way 
—New York Trade Very Optimistic 


NEW YorK, Dec. 4—With Thanksgiving over, hardware mer- | FLASHLIGHT UNITS.—Steady de- 
chants in this district are concentrating very thoroughly on the dis- | ™#"4 at firm prices. 


play and selling of merchandise suitable for Christmas gifts. Stand- TAILERS, F.0.8, NEW YORK: 









ard lines from stock are being decked in holiday trims, and many ajeveready Flashlight unit cells, No. 
special lines are being added for sale during the remaining pre- é8e.; Nor 784, S0c.1 No. 180, ide; No. 
Christmas period. Reports indicate a very much larger number of oage. ie aes Gore’ No tos, 19150: 
hardware stores in this territory adding toys to their holiday lines. ig TF my ane a 





Many of these will likely continue certain toy features during the | ICE SKATES.—Though there has 
coming months. Wholesale business on electric trains, juvenile ve- | been no outdoor skating in this terri- 
hicles, games, etc., has been very encouraging. Electrical appli- | t°"Y: Wholesalers are beginning to get 
: : : sas some good orders. This line is always 
ances, radio, cutlery, silverware and the many other gifts of utility | good at Christmas season. The first 
are receiving full attention. cold spell bringing outdoor skating 
Prices on such merchandise are not expected to change. Stocks | usually depletes somewhat available 
for most numbers are expected to prove adequate, though local mar- pecs Dealers have been advised to 
ket observers very freely predict a banner holiday year. wer pnhn a wo roy gga "I 
Interest in general shelf lines is practically limited to current re- JOBBERS’ QUOTATIONS TO RE- 
quirements, due to holiday business and the usual desire to keep a ae aw Vow 
inventories down. With the exception of a reduction on automobile 


Ice skates, hockey tubular outfits, 
with shoes, aluminum, for men or 
d Mazda lamps there are no important price changes noted in this 
market. 










women, $5.25 per pair; same nickeled, 
$6.25 per pair. Racing tubulars, the 
same prices in aluminum finish; 
nickled finish for men, $6.50; for 
women, $6.25. Men’s sizes 4 to 11; 
women’s sizes 3 to 9. 

Club skate outfits, with shoes, for 
men, sizes 4 to 11; for women, sizes 3 
to 9, $3.85 per pair. 

Men and boys, all clamp club 
skates, 9 to 11% in., cast steel pol- 
ished runners, 84c. per pair; same 













Coe ef. & ew 






ASH SIFTERS.—Cooler weather re- | BUTTS.—Sale is steady, with prices as 
cently has helped the sale of ash sift- | shown. Stocks are in good condition. 
ers. Prices are not expected to change. JOBBERS’ QUOTATIONS TO RE- 
Stocks are satisfactory. pip ror yo by ry ve. hag RK: ae eemnnigeee a3 ae Pat Same 
Steel butts y n case lots, ockey model, $1.31 and $1.69 per pair 
JOBBERS’ a agt age | Rid RE- 18\%c. per pair. Less than case lots, respectively. 
TAILERS, F.0.B. NEW 18c. per pair. omen’s club skates, leather back 
Rotary ash sifters, $2 tay CARPET SWEEPERS.—Demand con- strap, cast steel runners, $1.12 per 


ASHCAN TRUCKS.—Steady demand | tinues fairly active, with good holiday et Re AO 










same hockey model, $1.57 and $2 per 
pair respectively; 8 to 11 inches. 







































has been reported. Prices are the 
same. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK 


Moore’s Handy Ashcan Trucks, No. 
=~ $2.20 each, and No. 60, $1.85 
eac 


trade expected. Prices are not expected 
to change. 


goanene. bg ap thee mi RE.- 
TAILERS, F.O.B. NEW 

Carpet sweepers, vnc - ‘each; 
Universal, japanned, $3.50 each; Uni- 
versal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 


oe bob skates, 6 to 9 inches, 
45c. air. Skate key, 5c. each; 
chute & holde er, $5.25 each. Skate sharp- 
ener, 18%c. each. 

Ice creepers, No. 1, 13%c. per pair; 
No. 3, 15%4c. per pair, and No. 9, 32c. 
per pair. 


NAILS.—Light call for nails at pres- 


BATTERIES.— Normal demand re- Grand Rapids, nickel plated, $4 each; ent time. Prices steady. 
ported. Prices are firm and stocks in Blite, $5 each; Princess, $4.17 each; JOBBERS’ QUOTATIONS TO RE- IT 
aie and American Queen, $4.50 each; TAILERS, F.O.B. NEW YORK: 
good condition. Sterling, $2.10 each. Bediraestsee ‘ 
’ hs San . ‘ Common_ wire nails, bright, 4d. 
JOBBERS’ QUOTATIONS TO RE- CLOCKS.—This line is very active, with $4.25 per keg; 64, $4 per keg; 8d, 
TAILERS, F.0O.B. NEW YORK: A 3.85 r k 16d, $3.75 per keg; 
d outlook for record holiday vol- $ sg She $ D 
Dry cells, No. 6, ignition type, good ou 100 : i y 20d, $3.65 per keg; common wire 
32%C.; No. 7111, same type, 35%c. ume. Prices will continue at present nails, fi per, kek 4 S35 per keg; tc 
eacn, :. le RG2 eg; per eg, 
Hercules, No. 6, ignition type, 28c. levels, no changes being expected. and 10d, per keg. 
each in lots of 50. pane ik Stocks are fair. Wire hy al nN smooth, 4d, Ba VW 
B batteries, oO. c. eac n ° per keg; per ke an ’ 
units of 5 5, 39¢. each; No. 764 and 768, itt e. bg wp yee, Mae RE- $3.95 per oe Wire finishin ane 
$1.22 each; in units of 5, $1.14 each A ’ bright, 4d, 4.95 per keg; 64, 
No. 763, $1.05; in units of 6, $1.05 Alarm clocks, Big Ben, $2.29; same keg: d, $4.10 per keg, and 104, 
each; No. 772 (vertical type), $2.06 luminous, $3.16; Baby Ben and Baby 34 per thy Wire finishing nails, gal- 
each; in units of 5, $1.92 each; heavy Ben luminous take same respective vanized, 4d => per keg; 6d, $6.85 
duty, vertioat type, No. 770, $3 each; prices; Ben Hur, $1.76; same lumi- per keg; 8d, $6 per keg, and 10d, . 
1, Mise. $2.20’ each; units of laperbiit neal a7 lumi dial, $1.76 Bisbo.per Kon. It 
No. 4 0 eac un ue rd, luminous ° 16; . : 
al aX No, $3. £4 a Blue Bird, $1.22; Sleepmeter, $1.40: PRESTONE.—Very active. Gallon size 
in units of 5, $2.9 ph Sleepmeter, luminous dial, $2.10; can somewhat scarce in some quarters. ica 
ser ar cks. Westclox, plain, $1.76; | Prices steady. 
— = uto clocks, estcliox, plain, 
ROLES AND NUTS—Remer ef ote) Se emanene, 4200. JOBBERS’ QUOTATIONS TO RE- 
ther advance on Jan. 1 cannot be con- TAILERS, F.0.B. NEW YORK: 
firmed at present time. Current de- = creme same ea , among the mi Prestone iin 1% gallon cans at 
; airly active items. Prices are un- per gallon; in one gallon cans, 
mand is moderate. Stocks are ample. . “4 steele eaes aniiniiaen ae on alee aoe i ae gallon in 
JOBBERS’ QUOTATIONS TO RE- cane y- cans, $3.80 per gallon. N. B.—These 
TAILERS, F.0.B. NEW YORK: JOBBERS’ Ser arce ae, RE. prices are all given per gallon, not 
Carriage bolts, 55 off list. Case TAILERS, F.0.B. NEW YORK: per can. al 
lots, 60 per cont off list. nom onions Need No? = No gm: RADIATOR SHIELDS. — Has been 
tove ts, er cent o st. c oO. ad 0. ° e 2 " 
Machine bolts, % by 6 and smaller, No. 2672 $2.08; 2674, $2.08; No quite active at firm prices, Stocks ap W 


50 and 10 off list; larger to 1 by 30, 
gad cent off list; 1% to 1%, 30 off 
st. 

Coach screws, 55 off list. Case lots, 
60 per cent off list. Step bolts, 50 
per cent off list. 








697, $140; No. 2642, 2.78; No. 2644, 
$2.73; No. 2660, 84c.; No. 2634, $1.17; 
No. 2619, * 43; No. 6993, $2.63; No. 
2634, $3.5 Prices are each and net. 

Fiaghiteht assortments, No. i, 
$6.06; No. 16, $6.06; No. 04, $4.08 each. 


Reading matter continued on page 72 





parently ample. 
JOBBERS’ QUOTATIONS ate, RE- 
TAILERS, F.O.B. 
Radiator Aenea ell teow able, 
No. 1, $4; No. 1-a, $4.50; No. 2, $4.50; 
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What’s the Price? 


You always ask that question sooner or later when you're buying; you 
ought to ask it. But you should remember that the answer means a good 
deal more than just dollars and cents. The buyer who buys just at a price 
generally loses money; it’s poor buying. 


It’s more important to know what the price represents, because poor 
quality is usually the most expensive thing you can buy. Best quality at a 
fair price is usually cheapest in the end. 


Richards-Wilcox prices are based on the best and most efficient door 
hardware that advanced engineering skill and manufacturing methods can 
produce. Theirs is the largest and most complete line—hangers and equip- 
ment to solve any and all doorway problems. 


You may be able to buy at lower prices; but that’s a sign you're willing 
to accept lower quality. No manufacturer can produce as good door hard- 
ware for less money than Richards-Wilcox. 


A lower price may look good to you; but don’t make any mistake about 
it. Remember, doors have to work and cheap hardware will invariably 
cause trouble. 


Richards-Wilcox doorway engineers are located at branches in all 
important large cities of the United States and Canada. Call on them at 
any time—whether it is a small garage or the largest doorway—they 
will recommend the right equipment. 


The great R-W manufacturing plants are located at Aurora, Illinois, 
and London, Ontario. 


















No. 3, 5; No. . 5; 5, 5 7 4 rd 
6. $6: A A éb $6;*No Ha & PG Be. TREE LIGHTS.—Demand for this line 







. eee prices are list per each expected to be very heavy and will 

and subject to dealers’ discount of 30 i i 

cr aaa” Wiese eeloie aa nae likely be under way shortly. Prices 
humidifiers are $1 extra each, list. will not change. 

SASH CORD.—Demand is normal for JOBBERS’ QUOTATIONS TO RE- 

this season. Some variance in prices TA FAS. OW VOR: 





No. 842.—Propp 8 light Mazda ex- 





















quoted is reported. tension outfit, $1.23 each; in standard 
JOBBERS’ QUOTATIONS To RE. pkg. quan. of 50, $1.20 each; No. 83— 
TAILERS, F.0.B. NEW YORK thet hee ——— ere ony = 
Sach cord, Samson Spot, No. 8, 65c. 4 ¥ — bear atan DE. 
to 67%c.; Aetna No. §, 30¢. to 33%%4c.; Sous + oe sl each; No. 30— 
Phoenix "No. 8, 39c. to 41c.; Sachem, ropp ig t azda extension out- 
No. 8, 38c. a. i tenes an stan arse quan. 
° i eac ° —Propp 

nine lt ic. eer ane No. 6 is 3c. light Mazda multiple set weather- 
: proof, $2.74 each; in standard pkg. 

SCREWS.—Demand is fair for screws. —. = > $2. 61 ==. we 
° . " - 0 —Propp ight carbon out- 
New prices are being maintained. fit, 75c. each; in standard pkg. quan. 
JOBBERS’ Qyotariane ne, RE.- of 50, 70c. each; No. 3500—Noma 7 
TAILERS, F.0.B. NEW YORK: light Mazda twinkling outfit, weath- 
Wood screws, flat head, betght fron, erproof, $3.94 each; in standard pkg. 
47%-10-10; round head biue, 42%-10- oe. * a 84 each; No. 116— 
10; round head, iron, nickel plated, Noma 15 light Mazda twinkling out- 
2714-10-10; flat head galvanized, 20- fit. weatherproof, $4.54 each; in stand- 
10-10; flat head, brass, 40-10-10: ard pkg. quan. of 25, $4.43 each; No. 
round head, brass, 37%-10-10. These 3020—Fropp Mazda tree star, $1.80 
discounts apply to new standard each; in standard pkg. quan. of 30, 
screw lists. $1.76 each; No. 305—Propp 12 in. 





plain wreath, $1.16 each; in standard 















Machine screws, flat and round 

head, brass and iron, 70 per cent one. quan. of 10, $1.13 each. 
discount. can ooo gd ie # 12 in. silk wreath, 
TIRES AND TUBES.—Demand is fair,| $7 My, fs Madr. Hom Gard PRs. quan. 
with prices the same. silk nut wreath, $1.16 ofth' in 
_ j standard pkg. quan. o F : each; 
TAWene' ©. bg cg ts Me -~ RE- | No. 1600 Noma—i4 in. holly wreath: 
B. NEW YORK | complete with 8 Mazda lamps, $3 
Tires and Tubes.—Mansfield ‘tires, each; in standard pkg. quan. of 10, 
30 x 3% Liberty Cord, $5.45; heavy | $2.93 each; No. 3000—Propp electric 





duty oversize, $7.25; 33 x 4 Liberty, chimes, $1.48 each; in standard pkg. 







$10.20; heavy ‘duty, $12.10; tires, 29 x quan. of 50, $1.44 each. 

4.40, $8; 32 x 6.20, heavy duty, $17.40; | No. 303—Propp 3% in. copper re- 
tubes, 30 x 3%, $1.40; balloon tire flectors, $2.75 gross; packed 8 in a 
tubes, gray, 29 x 4.40, $1.65; 32 x 6.20, i box, 18 boxes of 8 in standard car- 
$3. ton: No. 76 Mazda lamp asst., 
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packed 100 asst. lamps in box, $7.89 
per C; No. 78 Mazda lamps, solid 
colors, red, green, yellow or ange, 
ere, blue, purple, packed 10 in a 
box, $7.80 per C; No. 99 Mazda lamp, 
intermediate base for No. 72 or No 
3500 outfit, 18%c. each; packed 19 
of a color in a box. Colors, red, blue, 
green, orange, opal, yellow. 


TREE STANDS. — Demand hardly 
started likely to be very active in an- 
other week. Christmas trees are being 
placed on display, which will of course 
help the sale of stands. Prices are the 
same and not expected to change. 


JOBBERS’ QUOTATIONS — RE. 
TAILERS, F.0.B. NEW YORK 


Christmas tree stands, Rie. 20c. 
each; Crown No. 2, 65%c. each; 
Crown No. 3, $1.09 2-3 each. 


VENTILATORS.—Has been very ac- 
tive. Demand at present fairly good, 
with prices the same. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. NEW YORK: 


Continental, metal frame, No. 833, 
$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, $5.50; No. 1145, $6.30; No. 
14387, $7. 30; ‘eq 1445, $8. 10. Prices are 
per doz, ne 

conten: wood frame ventilators, 

No. V836, $3.60; No. V923, $4.05; No. 
V937, $4.50; No. V949, en 16; No. V959, 
$6.75; No. V1537, $5.8 No. 1549, 
$7.80. Prices are per rd Ry net. 

Diamond E, metal frame, No. 01, 
$4.40; No. 02, $4.80; No. 03, $5.60; No. 
1, $5.20; No. 2, $5.60; No. 3, $6.40; 
No. 4, $7. _No. 5, $8.40. Prices are 
per dozen 








No. 01B, $3. 60: No. 1B, $4.40. 








(Minneapolis Office of HARDWARE AGE) 

MINNEAPOLIS, Dec. 2.—The season is swinging into its stride for 
the Christmas season, with all stores decorated and ready for the 
trade, which shows every evidence of being very good. Throughout 
the territory tributary to the Twin Cities, the prospects for an ex- 
cellent finish for the year are good. Ever since Thanksgiving Day 
the stores have been well filled and the customers aré not only look- 
ing, but buying. Conditions in this territory in general are good, 
as to the annual incomes from the farms. The open weather of the 
past two weeks has allowed the farmers to make good progress with 
their fall work, and the corn crop, the last to be gathered, is prac- 
tically in storage. 

Winter sports merchandise is moving better, with the prospect of 
colder weather, and holiday merchandise is demanding a fair share 
of attention. 

Prices are steady, showing no changes during the week. 

































Active Consumer Demand Rep 
in Northwest Territory—Prices Steady 





poate i i JOBBERS’ QUOTATIONS TO RE- 
AXES.—Demand "iheneaines je the | TAILERS, F.0.B. TWIN CITIES: 
—_— iit; Hoagie omeste Sales are Mansfield tires, Liberty cord, 30 x 
fairly good, and the annual call for 3%, $6.10; heavy duty oversize. $8.30: 
’ ; ; ; balloon tires, 27 x 4.40, $8.70; 29 x 
axes for woods’ work is improving. 4.40. 99.15; 36 x 5, $13; $3 x 6, heavy 
Prices have not changed. duty, $21.10; 32 x 6.20, heavy duty, 
$24.85 each, less 5 per cent. Mans- 
JOBBERS’ QUOTATIONS TO RE- field tubes, tan, 30 x 3, single lots, 
TAILERS, F.0.B. TWIN CITIES: $1.50; case lots (12), $1.40; 32 x 4, 
Single bit, base weight, unhandled single, $2.50; case (12), $2.40; 34 x 
axes, $15 to $16.50; double bit, $20 to 4%, single, $3.10; case (12), $3; gray 
$21.50; single bit, handled, $19.50; tubes, balloon types, 27 x 4.40, $1.80; 
double bit, handled, $24.25 doz., net. case (12), $1.70; 29 x 4.40, single, 
3 $1.85; case (12), $1.75; 30 x 5, single, 
AUTOMOBILE TIRES AND TUBES. ark case (43), a 32 zs single, 
4 s r s Y Oe ; Case A Oo; ¢ x 5 , Single, 
Call is showing a decline, as touring is $3.50; case (12), $3.40 each, less 10 
practically over for the year. Prices per cent. 
have not changed. BALE TIES.—Deliveries are good, with 
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orted 


stocks ample. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single loop bale ties, 94 x 14, $1.64; 
9% x 15, $1.46; 91% x 14, $1.68 per 
bundle, net. 


BUILDERS’ HARDWARE.—Call for 
this line shows the lateness of the sea- 
son. Building is being completed for 
the year and deliveries of finishing 
hardware are in proportion. Prices have 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 

3% xX 3% steel butts, old copper 
and dull brass finish, 19c. pair in less 
than case lots, 18c. pair in case lots: 
4 x 4 steel butts, old copper and dull 
brass finish, 26c. pair in less than 
case lots, 25c. pair in case lots; broad 
bevel steel inside sets, old copper or 
dull brass finish, one piece knobs. 
less than case lots, $7 doz. sets, case 
lots, $6.75 doz. sets; steel bit-keyed 
front door sets, $1.85 per set; cylinder 
brass outside trim, bit- keyed front 
door sets, per set, $1.85; cylinder 
front door sets, $6.50 per set. 

Light plain strap hinges, 3 in., 56c. 
doz. pair; 4 in., 5c. pair; heavy 
plain strap hinges, 4 in., 93c. doz 
pair; 5 in., $1.22 doz. pair; 6 in., $1.56 
doz. pair; light plain tee hinges, 3 
in., 62c. doz. pair; 4 in., 78c. doz. 
pair; heavy plain tee hinges, 4 in.. 
$1.06 doz. pair; 5 in., $1.20 doz. pair; 
6 in., $1.40 doz. pair; 8 in., $1.95 doz. 
pair; extra heavy plain tee hinges, 4 
in., $1.28 doz. pair; 5 in., $1.58 doz. 
pair; 6 In., $1.89 doz. pair; 8 in., $2.83 
doz. pair; 10 in., $4.53 doz. pair, net. 


COAL HODS.—Call is steady, with 4 


slight increase lately. Prices are un- 
changed. 
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~ Advantages of Handling 


Guaranteed Columbian Kope 











MADE BY COLUMBIAN ROPE COMPANY 
AUBURN, N.Y. 


“GUARANTEED ROPE 





Excellent Advertising Assistance 


A well known, extensively advertised product is the only 
product to handle. Thr ough the manufacturer’s advertising, 
a demand has been created for his product and it therefore 
costs the dealer little or no effort to sell it. 


Columbian Tape-Marked Pure Manila Rope has been ad- 
vertised for years from coast to coast. It is well known. 
Dealers know it through trade paper advertising and con- 
sumers are familiar with it through displays, direct mail 
and farm paper campaigns. 


Original window displays are of exceedingly great help to 
the dealer handling Columbian Rope. There is scarcely a 
dealer in this country who is not familiar with our latest cut- 
out, life size figure display, Columbian Dan. Rope signs of 
great value as well as advertising blotters, folders, etc., to 
stimulate the demand for Columbian, are furnished to dealers. 
Electrotypes for newspaper and other advertising media are 
also furnished. In fact, a complete advertising service is ren- 
dered to Columbian distributors. 


For real consistent helpful advertising, Columbian Rope 
is a leader. It is of decided advantage for a dealer to sell 
a rope as well known and reputable as Columbian Tape- 
marked. 
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Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 


Branches: New York Chicago Boston New Orleans Philadelphia 


COERUMBIAN Fi iwtROPE 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Japanned open coal hods, 17 in., 
$3.35; 18 in., $3.85; japanned funnel, 
17 in., $4.30; 18 in., $4.90; galvanized 
open, 17 in., $4.65; 18 in., $5.40; gal- 
vanized funnel, 17 in., $6; 18 in., $6.80 
doz., net. 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Demand is still 


fair, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Eaves trough, 28 ga., 5 in., S.B. 
slip joint, in crates, $5.25 per 100 ft.; 


6 in., $6.40; conductor pipe, 28 ga., 3 
in., in crates, not nested, $5.10 per 
100 ft.; 4 in., $7.15; 3 in., galvanized 


corrugated conductor elbows, $1.73 


doz.; 4 in., $2.88 per doz., net. 


FIELD FENCE.—Deliveries are fairly 
Prices are 


good for this time of year. 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


Field fence, 9 ga. top and bo*‘om™, 


11 ga. intermediate, 26 in. high, 
$39.69; 32 in., $46.12; 39 in., $62.93; 
47 in., $59.74. 

Ten gage top and bottom, 15 ga. 
intermediate, 26 in., $30.04; 32 in., 
$34.54; 39 in., $39.42; 47 in., $44.30. 

FILES.—Call for files is fair, 


stocks well filled. 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Nicholson files at 50 per cent, and 
Riverside files, 60 per cent from lists. 


GALVANIZED WARE.—Call for items 
in this line are fairly good, with prices 


firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard 10 qt. galvanized pails at 
2.55; 12 qt., $2.70; 14 qt., $3; 16 qt., 
stock pails, $4.70; qt., $5.50; stand- 
ard galvanized No. -1,..$7; No. 
2, $7.90; No. 3, heavy galvan- 
ized tubs, No. e 5; No. 2, $14.05; 
No. 3, $15.25 doz., 


GLASS AND PUTTY.—Sales 





tubs, 


Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Single and double strength glass, 
Minnesota prices, 83 per cent from 
lists; strictly pure putty, in 50 Ib. 
steel drums, $4.85 cwt., net. 
NAILS.—Deliveries are fair, 
prices steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 

Standard wire nails and cement 
coated wire nails in 100 Ib. kegs at 
$5.10 per keg base. 


OIL STOV 
Sales are steady, 


changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


No. 500, Nesco oil stoves, $80 each: 
No. 213, $22 each; No. 213, with No. 
1103 shelf, $28.50 each, less 30-5 per 
cent Perfection oil ranges, white 
porcelain with built-in ovens, No. 


339-5 Superfex burners, $140; No. 279, 
Stoves, No. 74, 4 burners, $29.50; 
No. 73, $23.25; No. 72, $18. Puritan 
oil anges, white porcelain, 
built-in ovens, No. 249, $122: s 
No, 44, 4 burners, $29.50: No. 43, 3 
burners, $23.50; No. 42, $18. Puritan 
pressure-gas (gasoline) white porce- 
lain range with built-in ovens, No. 
759, $128; stoves, No. 714, 4 burners, 
$38; No. 713, $33; No. 703, 3 burners, 
$26.50 list. 

Perfection ovens, No. 211, 1 burner, 
plain door, $2.50; No. 211G, glass 
door, $2.70; No. 122G, 2 burner, 
glass swing door, $6.20; Puritan, No. 
42G, 2 a a glass drop door, 
$5.50; No. 3 burner, steel drop 


door, $5.25 tisk. 
Perfection and Puritan 
$45 gross, 


ofl 
list. 


stove 


wicks, 3.75 doz. : 





with 
Prices have noi 


still 
show a good demand, with stocks being 
graded down for the end of the season. 


with 


ES AND HEATERS.— 
with the demand for 
heaters well sustained. Prices show no 


Perfection oil heaters, No. 
green porcelain, Pyrex globe, 
No. 1526, black japan, 
$9.75; No. 1530, black 
nickel trimming, $9.25; No. 
drum and trimmings, $7.25; 
discounts as follows: Dealers’ 


ja panned, 


$100, 30 per cent; 
chases including and 
qualifying order, 3314 per cent; 


following $106 


more during the calendar year, 


to the volume of business. 


PYREX OVENWARE. — Sales 


TAILERS, F.O.B. TWIN CITIES: 


$1.33; No. 212 bread pans, 60c.; 
200 pie plates, 67¢c.; No. 
plates, 60c.: No. 
67c.: No. 12 teapots, 
teapots. 
tops, 7c. each, net. 


changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


Cast iron registers. 
and wroveht steel registers, 40 
cent from lists. 


crease. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

a shields, Gem, No. 1, 

$12; No. 10 floor type, $10: No. 
2 all type, $6, and No. 20. wall type, 
$5.20. 
dozen. No. 1 and No. 2 are oxidized 
copnver. No. 10 and No. 20 are black 
enameled. 

Radiator shields, Gem, adjustable, 
No. 1, $4; No. 1l-a. $4.50; No. 2. $4.50; 
No. 3, $5; No. 4. $5: No. 5, $5.50: No. 
6. $6: No. 6-b, $6; No. 7. $6.50: No. 8, 
$7. These prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each list. 


SCREWS.—Demand is 


demand, Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Flat head. bright wood screws. 50 
per cent; flat head japanned, 37% 
per cent; round head blued, 45 per 
cent; round head iron nickel plated, 
25 per cent; flat head brass, 45 per 
cent; round head brass, 40 per cent 
from lists. 


are selling well, 





| for the detached skates. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Ice skates, No. 1624, men’s, 81c.; 
j No. 524%. $1.19: No. 924%. $3.31: No. 
| 94, $3.13; No. 5%, 84c.: ladies’ skates, 
562414, $1.24; No. 592414. $3.50: No. 
424%, $1.81 per pair, net. Genuine 
Nestor Johnson North Star, alumi- 
num finish, $6.75; nickel finish. $7.75 
nair. net. 


| SOLDER.—Call is steady. with stocks 


| ample for the demand. Prices are fir 
JOBBERS’ QUOTATIONS TO RE.- 

| TAILERS, F.O.B. TWIN CITIES: 
| Strictly half and half solder at 34c., 
and warranted half and half solder 

at 35c. a Ib. in 100 Ib. boxes, net. 


| STEEL SHEETS.—Deliveries show 





1686, 
$16.50; 
Pyrex globe, 


525, black 
list with 
dis- 
counts on net purchases of less than 
on all net pur- 


on 
all purchases amounting to $250 or 
an- 
nual bonuses will be paid according 


are 


good, showing improvement over the 
past few weeks. Prices are firm as 
quoted. 


JOBBERS’ QUOTATIONS TO RE- 


No. 623 casseroles, $1.17; No. 624 
casseroles, $1.33: No. 634 casseroles, 


No. 
209 pie 
231 utility dishes, 
$1.67; No. 26 
$2.33 and No. 953 percolator 


REGISTERS. — Deliveries are good, 
with stocks well filled. Prices have not 


20 per cent, 
per 


REGISTER AND RADIATOR 
SHIELDS.—Sales are showing an in- | 


Prices are net to dealers per 


steady from 
shops and factories, with a fair retail 


SKATES.—While outdoor skating has 
not started to any great extent. skates 
with every prospect 
of even better sales than a year ago. 
Skate sets—shoes and skates—are the 
| most popular, with still a good market 


m. 


a 


| fair demand, with no change in prices. 


JOBBFRS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Galvanized steel sheets at $4.75 


Reading matter continued on page 76 





WEATHERSTRIP.—Demand is 
good, and dealers are keeping up their 
stocks in proportion. Prices have not 
changed. 








ewt. base (24 ga.), and black steel 
sheets at $3.90 cwt. base (24 ga.): 
Armco galvanized iron, 24 ga., $6.65 
ewt., net. 


STOVE PIPE, ELBOWS AND DAM. 
PERS.—With the first heavy demand 
for the season past, there is a fair 
call for these items. Prices are un- 
changed. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 


Stove pipe uniform blued, 28 ga., 
6 in., knocked down, $11.80 per hun- 
dred; common -iron, corrugated, f in. 
elbows, $1.27; adjustable charcoal 
iron, 6 in. elbows, $2 doz.; cast iron, 
wood handle. dampers, 6 in., $1.25; 
coil handle, $1.15 doz., net. 


STOVE BOARDS.—Call is fair, with 
prices unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. TWIN CITIES: 
Crystalized stove boards, 28 x 28, 
$16; 30 x 30, $18.60; and 36 x 36, 
35, 95 doz., net. 


STOVE SHOVELS.—Sales are good, 
with prices firm as quoted. 


JOBBFRS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Stove shovels, japanned, 14% in, 
50c.: Jumbo, iapanned, 21% in.. $1.55; 
Jumbo, Jr., japanned, 75c. doz., net. 


very 


JOBBFERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. TWIN CITIES: 

Weather strip, wood and felt. %% 
in., $2.10; % in., $3: 1 in., $4.20; 
Wirf's full reels, $3.50; Bosley, full 
reels, $3.75 per 100 ft., net. 


WINDOW VENTILATORS.—Sales are 
good, with stocks ample. Prices show 
no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


Continental, metal frame, No 
$4.50; No. 837, $4.75; 845, 
No. 1137, $5.50; No. 1145, $6.30; No. 
1437, $7.30; No. 1445, $8.10. Prices are 
per doz., net. 

( at a wood frame ventilators, 
No. _ V836, 3.60; No. V923. $4.05: No. 
, $4.50; “No. V949, $6.10; No. V959, 

No. V1537, $5.85; No. 1549, 
$7.80. Prices are per doz., net. 

Diamond FE, metal frame, No. 01, 
$4.49; No. 02, $4.80: No. 03, $5.60; No. 


1, $5.20: No, 2, $5.60; No. 3, $6.40; 
No. 4, $7.60; No. 5, $8.40. Prices are 
per doz., net. 


| WIRE.—Demand for fence wire is 
| good, with ample stocks on hand. 
Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.O.B. TWIN CITIES: — 

Galvanized cattle barbed wire, $3.05 
per 80-rod spool; galvanized hog 
barbed wire. $3.26 per 80-rod spool: 
painted cattle barbed wire, $2.97 per 
80-rod spool; painted hoe barbed 
wire, $3.18 per 80-rod spool; No. 9 
(base), smooth galvanized wire, $3.55 
ewt.: No. 9 (base), smooth black 
wire, $3.10 cwt. 


WRENCHES.—Call in this line is fair, 
with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches. 65 
per cent from list. Bemis & (Call 
lone sleeve nvt, 10 in. $1.70; 12 in., 
$2.60: 15 in., $2.75 each, net. 

Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $? 75: 
No. 101, Master Service Set, $13.75; 
No, 202, Heavv Duty Set. $3.80; No. 
404, Flexible Socket Set. $8; No. 608, 


Crankcare Drain Plug Sockets. $° 
No. 90, Square Socket Set, $3.70; No. 


1817, Giant “Snap-on” with ex‘ra 
heavy duty ratchet, $27.35 list, !ess 
33% per cent discount. 

Crescent, 6 in., $5.64; 8 in., $6.96: 
and 10 in., $8.64 doz., net. 
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00 Tip-Tep Quiotet with s 
—— silver face, full chrom- 


$3.00 0« Tat-Too, Jr. 

Foe Reich” ah tases, as: 
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Co Krystal, 
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oe : AATLART 
Tick-Tock, Height, 4% inches, De- 
$2 50 pasdibie ——s 5 with hack 
bell alarm, Convex Krack-Proof Krystal, Peste! . 
Colors—-Red, Blue, Green, Yellow or Mahogany, 4 ; ’ 
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THE NEW HAVEN CLOCK CO. 4 rnc 
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$3 .00 Octagon Tat-Teo, Height § inches 
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* PLANER AND SHAPER GAUGE 
No. 625 


* STAINLESS 
STEEL RULE 








Micrometer No. 11, illustrated above, is d ed to have 

increased measuring capacity. The new shape of the 

frame at the anvil and spindle ends allows measurements 
not possible with ordinary micrometers. 


Good Tools Keep Production 
on a Precision Basis 


With American industry always aiming for faster 
production there is the constant danger that speed 
will lead to carelessness—that haste will make waste. 


Increased use of precision tools reduces the dangers 
of increased speed. Brown & Sharpe Tools are at 


work all over the world making possible rapid work 
on a precision basis. Brown & Sharpe Tool equip- * OUTSIDE = 
SPRING CALIPERS 


ment enables manufacturers and mechanics to keep 
pace with the demand for increased production. 


Our advertising refers manufac- 
turers and mechanics to the 
Brown & Sharpe dealer. Address 
your inquiries to Dept. H. A., 
Brown & Sharpe Mfg. Co., Provi- 
dence, R. I., U. S. A. 


Brown 





* ADJUSTABLE SQUARE 
No. 554 


* A description of this tool 
appears in Catalog No. 30 








(BS “WORLD’S STANDARD OF ACCURACY” 
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J urmover 


Try to think of another hardware item that 
has the universal appeal of a rodent trap! Or 
one that will make more customers stop and 
buy. 


Here are two attractive display cartons that 
will inject new pep into your trap sales. These 
silent salesmen will catch the eye of passing 
customers and make dozens of sales that would 
otherwise get away from you. 

The Victor Counter Package contains 

six dozen Victor Mouse Traps. Traps Sure enough—there is no tremendous profit 

are fitted with metal trigger. . ¢ 
in a single trap sale—yet thousands of million- 
aires know the power of multiplied small prof- 
its. The nation’s most successful hardware 
merchants display Victor and Holdfast Rodent 
Traps, not only because they keep the cash reg- 
ister ringing but because they bring people into 
the store and lead to other puréhases. 


Ask your jobber today for a Victor or Hold- 
fast counterpack containing 6 dozen mouse 
traps. Display a few Victor or Holdfast Rat 

ines Mince Shniihid Siiitiiten seat Traps beside it. Then check up the increased 
Seas on ae Sauer sane. turnover resulting from this simple, yet snappy 
merchandising plan. 


ANIMAL THaP COMPANY orAMERICA 
The World’ Oldest Largest Manufacturers of Animal Traps 


LITITZ, 6@.%,. NjaCavea FALLS, ONT, 
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KLEINS for — 
The Man Who Knows 


rf : . The tool with- 
oe ee = out argument 
y —the man on 

the job—mechanic 

—electrician— 

plumber—all know 

Klein’s—the stand- 

ard of plier excel- 

lence “since 1857.” 


Backed by national advertising, 
Klein pliers and tools are having 
an even wider distribution than be- 
fore. Place the Klein Display 
Board on your counter—assure 
yourself of a quick, easy profit that 
might well be yours without effort. 
Your favorite jobber handles Klein 
pliers—jot it down on your “want 
book” to say “Klein’s” to his sales- 
men. 


Mathias & Sons 
Established 1857 
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Coleman Radiant Heater 
Model No. 5. U.S. Re- 





Coleman Instant-Lite 
. Sell- 
ing Prices $9.50 and up. 





tail Selling Price $30.00 























For Bigger Profits in}Qe 


Push the Full-Year 


Coleman Line 


bee need be no dull season for the dealer 
who features Coleman Products. Every shop- 
ping day in the year is a Coleman selling day for 
the full line Coleman dealer. 

From September to March Coleman Lamps and 
Lanterns are real “‘best sellers”. . . and of course they 
bring in a nice volume all year long. The Coleman 
Radiant Heater is another item that “goes big” in 
the fall and winter. 

With the opening of Spring and on through the 
Summer, Coleman Air-O-Gas Stoves are in demand. 
There’s a big summer market for Coleman Camp 
Stoves and Lanterns among campers, tourists and fish- 
ermen. Coleman Irons, too, are ready summer sellers 
when women appreciate ironing in cool comfort. 

Coleman Water Heaters are in season the entire 
year. Coleman Mantles can be counted on for steady 
repeat profits all the time. 

All Coleman Products make the finest kind of 
wedding, birthday and Christmas gifts. 

Coleman national advertising is working, too, 
every month, telling your customers about Coleman 
Products. Ask for selling helps which are available 
to help you tie up with this national publicity. Get 
in touch with your jobber or write us direct 








Iron. U.S. 


Price $6.75 





Coleman Self-Heating | 
Retail Selling 


















Coleman Camp Stove 
Model No.2. U.S. Re- 
tail Selling Price $12.50 

















Stove. 





Coleman Air-O-Gas|] | 
odel No. 328. | } 
U. S. Retail Price $77.40. 
Other models $24.00 up. 











= 


Ss 
S 








No. 3. 





U.S. Retail Price $37.50. 


Coleman Water Heater. 
Complete with 
Tank, tee fom Burner. 














for full information. 


THE COLEMAN LAMP & STOVE CO. 
General Offices: Wichita, Kansas, U.S. A. 


Coleman 








Lamps Mode 
Retail Selling Price $7.50 


uick-Lite 
C329. U.S, 








Factories: Wichita, Chicago, Toronto - 
Branches: Philadelphia, Chicago, LosAngeles_ , he == 
(FD1) i 





Coleman Mantles Retail, 
10c each, $1.00 per doz, 
SELL THEM BY THE 
DOZEN. 





















Coleman 
Quick-Lite Lan- 
tern. U.S, Re 
tail Selling Prices / 

} $6.75 and up. 
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Outselling All Other 


Grinders! 





Note the 
Bevel 
Indicator 















PIKE 


BEVELRITE 


N22! 


Grinds all 
heavy tools 







The NEW 
PIKE BEVELRITE 


Gives the same even bevel as 
tools ground at the factory 


High grade tools are always ground at the correct bevel 
before leaving the factory. Continued use dulls the edge 
and destroys this bevel and regrinding is necessary. 


This new PIKE BEVELRITE Grinder has a Beveled 
Wheel, Adjustable Bevel Guides and Plainly Marked 
Bevel Indicator, which makes it easy for anyone, with a 
little practice, to sharpen all heavy tools, such as cleavers, 
hatchets, axes, long knives of all kinds, also heavy scissors 
and shears and always secure exactly the same bevel on 
both sides. 


Big seller to meat markets, hotels and restaurants, also 


shops, stores and farmhouses. The No. 19 size is for 


home use. Grinds all home tools perfectly. Note retail 

prices. The PIKE reputation backs every Grinder. | 
No. 21 For heavy tools $8.00 | 
No. 19 Household Model. . $3.00 | 


There is a generous profit on every sale. If your Jobber | 
Send for Literature and 





cannot supply you, write to us. 
Discounts. 






Pike Manufacturing Co. 
EME pike, New Hampshire, U. S. A. | 

















KDLUND 


CAN OPENERS 
STANDARDS OF EFFICIENCY 










A QUALITY PRODUCT 


THE EDLUND JUNIOR, shown 
above, is a household size which 
sets a new standard for excellence 
in can openers. Attractively made and packed. Meets 
the present vogue for beauty in the kitchen. 


A GUARANTEED CAN OPENER 


Complete line includes a type of every class and condi- 
tion of service, from the largest hotel kitchen to the 
smallest kitchenette. 

REPRESENTATIVES 


NEW YORK—A. H. MILLS, 200 Fifth Avenue. 

CHICAGO—J. EMERY, Jr., 549 W. Washington St. 

PACIFIC COAST—A. J. COLLINS, 667 So. Hoover St., Los 
Angeles. 


Write to Dept. H for Prices and Samples 


EDLUND COMPANY 
BURLINGTON, VERMONT 




















CHRADE ()AFETY 
Push Button Knife 


No Breaking of 
Singer na vie 


<< Safety 
Lock 





Push the button and the blade opens auto- 

co Safety slide locks the button with the blade 
or closed. DOUBLE-LOCKED—the only Safety 

Rnife that is actually Double Locked. It requires two 

motions to unlock and open the a safe, 

both conveniently done with one 


TRADE RAST 





od enclurtvety by 
SCHRADE : CUTLERY co. Walden, N. Y. 





a Schrade regular = pochet Fm 
Send for Catalog E. Factories: Walden, N, Y.—Middletown, N. Y. 
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CUTLERY 








MERCHANDISING IDEAS « . 





NEW ITEMS | 








Kleanblade Kitchen Cutlery 


A new cutlery assortment has been re- 
cently introduced to the trade by the Rem- 
ington Arms Co., Inc., 25 Broadway, New 
York City. 

Remington Kleanblade Kitchen Cutlery 
Assortment consists of four different sized 


ft 


knives, all suitable for kitchen use. There 
is a large slicer with an 8%4-in. blade, 
a lunch knife with a 7-in. blade, a utility 
knife with a 5-in. blade, and a paring knife 
with a 3-in. blade. These knives are made 
of stainless steel and are packed together 
in an attractive gift box. 





Cutlery Exports Show Gain— 
Safety Razor Blades Lead 


Export trade in cutlery increased con- 
siderably in the first nine months of 1928, 
reaching a total value of $8,275,153 in that 
period compared with $7,674,776 in the 
corresponding nine months of 1927. Gains 
were realized, however, only in shipments 
of safety-razor blades. Shipments of safety 
razors declined in quantity and value. 

The United States export trade in cut- 




















lery other than razors and razor blades 
declined from $1,827,087 in the 1927 period 
to $1,679,599. Keen competition from con- | 
tinental manufacturers, based on lower 
prices and very liberal terms, is partly re- 
sponsible for this decline in export trade 
in such cutlery items as scissors, shears, 
knives, etc. 


Gillette’s Fifty Blade Box 


The Fifty Box of Gillette Blades has 
been recently offered to dealers by the Gil- 
lette Safety Razor Co., Boston, Mass. 
This box contains ten five-blade packages 
of blades. The box itself is unusually 


attractive, being made of metal covered 
with imitation leather and finished in rich 
purple with bright regimental stripes of 








| sure a comfortable grip. 


A New Finger Nail Clipper 


A new finger nail clipper has been placed 
before the trade by Fhe H. C. Cook Co. 
of Ansonia, Conn. The Gem, Jr., De Luxe 








model is gold-plated and comes packed in 
a gift box. The clipper folds up very 
compactly, and has a ring at one end so 
that it can be worn on a watch chain or 
key ring. 


The Mogul Can Opener 


The W. G. Browne Mfg. Co., Foxhall 
Avenue and Stephen Street, Kingston, 
N. Y., has made several important im- 
provements on its Mogul can opener. 

It has a heavy and hardened steel blade 
with a sharp cutting edge and a strong 
point to facilitate the inserting in a can. 
There is a sharp hook for bottle caps and 
a specially formed mouth prevents slipping. 


A 
yy oor 
<2f 


| A sharp pointed cork screw is securely 


held in the handle by a solid rivet. The 
handle of the can opener is rounded to as- 
The can opener 


| is finished in bright nickel and packed 12 


yellow, red, black and gold. The box has 
been designed for an all-year-round gift; 
it can be used for cigarettes, stamps or 
jewels 


| to an attractive colored display card. 


The Mogul has been designed to open 
cans, remove crown and anchor caps, and 
take corks from bottles and jars. 
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Smith-Winchester Co., Jackson, Mich., place the cutlery department well up front 


Sell Cutlery for Christmas Gifts 


HRISTMAS _ time— 
> the great gift giving 

time, when almost 
everyone in the civilized 
world is racking their 
brains to discover what to 
give—crowded cars, buses 
and subways—crowded streets and_ stores 
people milling aimlessly around with a haunted, far-away 
look in their eyes that almost pleads with you to teil 
them what to give, what to give. What a glorious oppor- 
tunity for the merchant. What one of them would ever 
say “abolish Christmas.” 

Tons upon tons of gaudy, useless merchandise of 
every conceivable description is offered to the public as 
suitable for gifts. Much of it so worthless that, after 
being received with a fine show of thanks and apprecia- 
tion, it is laid aside never to be looked at again. Again 
I say, what a glorious opportunity for the real merchant, 
for the HARDWARE merchant. 

For years, the makers of worthwhile things have 
urged the public to buy useful things as gifts; things of 
utility and value. Gifts that give service; gifts that last ; 
that are daily reminders of the one who gave. 
CUTLERY for the table and for the kitchen answers 
to all of these requirements. 

The field for cutlery as gifts has broadened con- 
siderably since the advent of Stainless Steel and now, 
with the vogue for color in the home, it is broader than 
ever before. This is the time of year when the hard- 
ware dealer can be of real assistance to the perplexed 
public by using all of his powers of suggestion and a 
good display of fine cutlery, both in the windows and 
within the store, will save many a customer from a long, 


mobs. of 


By Fred B. Hinchman 


tiresome search for some- 
thing worthwhile and use- 
ful. 

Good, attractive window 
displays, full of color and 
eye-appeal, are now pos- 
sible. Red, blue and green 
handled knives and forks and some with handles of 
beautiful, pearl-like substance, with blades and _ tines 
polished to a mirror-like brilliancy, form a good nucleus 
around which to make a display that is sure to attract 
attention, create desire and bring sales to the store. 
Many other necessary cutlery articles for the table can 
now be had such as butter spreaders, fruit knives, salad 
forks, dessert knives, cheese and cake servers all with 
handles to match either in colors or the new Pyro-Pearl. 
These complete table settings have opened up a new field 
to the hardware dealer. It is now possible to sell the 
customer the “complete set” idea. It can be started with 
the gift of one item such as a knife and fork set and 
this can be added to on birthdays or other anniversaries 
until the complete table setting has been given. 

Of course, no wide-awake dealer will overlook that old 
standby, the carving set. Certainly, a window display 
should feature several sets of fine carvers. Incidentally, 
the carver, too, is stepping out of the usual drab, dark- 
colored stag handle class and can now be had fitted 
with handles of beautiful, natural antelope horn or highly 
polished, natural colored stag horn with stainless steel 
blades, mirror-finished. Dainty steak carving pairs can 
be had to match the steak sets of knives and forks. ‘Il hese 
make practical and useful gifts. Most of these items 
can be reasonably priced and will be within reach of the 
average pocketbook. (Continued on page 84) 
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“Champion” 


Tool 
Grinders 



















Compare with the 
very highest quality grinders 
now on the market— 


and They Sell at Popular Prices! 


Maehine-cut spiral rs make them run smoothly—long 
pearing on opposite side of wheel insures long life—very 
quality wheels used exclusively—finished in baked 
ki ena 


mel, 
ch grinder ce may inspected—packed individually in 














Compare with grinders you are now selling at 
similar prices. 


Wheel Weight Cases of Each 


Dealers: Buy them of your job- 











No. :44 4x1. 4 4 $3.40 

Ne. 45 , 8 J 

No. 46 6x1 le 66 5.25 advantages this line offers. Write 
Ne 417 1x1 1 4 7.50 for complete details. 









The Milwaukee Circulating Pump & Mfg. Co. 
381 Ninth Street. Milwaukee, Wis. 




























Three of the 
23.800 items of 


J. A. Henckels 
Twin Works 















Reg. U. S. Pat. Of. Solingen 
For 197 Years — 
the distinguishing J. A. HENCKELS, 
mark of the world’s Inc. 
finest cutlery New York 






























“ONTARIO” 
California Fruit Knives 
Made Originally for the Pacific Coast 
Canneries, But Now Used in All Sections 





No. 30 Canning Knife, 3%4-inch Blade 






No. 24 Stainless Fruit Knife, 24-inch Blade 












All these Knives can be furnished in Stainless 
Steel if ordered in large enough quantities. 


Order Thru Your Jobber 










THE ONTARIO KNIFE CO. 
FRANKLINVILLE, NEW YORK 


















XPERT SHIRT CUTTERS 

and PATTERN MAKERS 
PREFER 
enya 1 





Sturt Cutters and Pattern Makers Handles ond Blades 


Shirt Cutters’ and Pattern Makers’ Handles 
No. 1 Handle for Nos. 0 and 1 Blades, full length of handle. 4% 4 
No. 2 Handle for No. 2 Blades, full length of handle 4% i 
Shirt Cutters’ and Pattern Makers’ Blades 

No. 1 Blade, % in. wide, 8 in. long 

No. 2 Blade, 5& in. wide, 
Blades are specially processed Jessup steel. Hand honed edges 
hold their edge indefinitely, and cut thru many thicknesses, true 
as a die. The handles are R. MURPHY made; fit the hand; none 
better. 
Here's a few others in the R. MURPHY line: 
Shoe Knives Oyster Knives Pruning Knives 
Sloyd Knives Rubber Knives Kitchen Knives 
Paper-Hangers Knives 







9 in. long 











You will find every one a profitable one to sell—-for R. MURPHY 
KNIVES are on every work bench where quality counts. 














Write for prices, terms, catalog, etc. 


ROBERT MURPHY’S SONS CO. 


Est. 1850 AYER, MASS. 
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THE “BIG PROFIT” nner 


Jobbers have multi- 
plied their 1928 sales 
in scissors and shears 
with this modern as- 
sortment of “IVORY- 
TONE” shears in its 
novel display cabi- 
net. Note retail offer. 














RXR AAR 





THE POPULAR 


50c 


SELLER 


} 
SEM LLMLSCPTOLPELLOLSLSLLOL LTP. 


This original and prac 
tical cabinet grips each 
Shear securely until re- 


Cite Ques leased by the ; 
Poe ee Ships so No. 7340 
Assortment contains 1 dozen famous brand “Ivory- 


tone” lacquered (4 ea. pink, white, blue) shears, 6”, 7”, 
8” sizes. 


pap RETAILERS ean place an original order for 
dl CABINET to be billed through their 
obber. 


SALES PHOTOS FREE TO JOBBERS 


THE ACME SHEAR @- 


100-800 Hicks Street 
BRIDGEPORT, CONNECTICUT 




















> Profits 
in Radium Blades 
—increase as you keep your 


stock complete ready to meet 
the growing demand. This 


= ta 





wonderful blade has been 
well introduced to the hard- 
ware trade and thousands of 
dealers have seen their blade 
sales grow and profits in- 
crease. 

Radium Blades are made by 


Otto Roth, Inc. 
Newark, N. J. The Radium Cutlers 


Wiebusch & Hilger, Ltd. 
General Distributor U. S. A. 
106-110 Lafayette St., New York 








ee 


Sell Cutlery for Christmas Gifts 


(Continued from page 82) 


Sets of knives for the kitchen make useful gifts, 
These are usually put up in suitable boxes containing 
paring knife, pot fork, spatula, meat knife, slicer and 
bread knife. These, too, can be had with attractively 
decorated handles of hardwood. It is true that most 
home kitchens have a poor assortment of knives and a 
good kitchen set is a most welcome gift. 


The cutlery department of Williams Counsell Hardware Co., 
Waukesha, Wis. 


Children’s sets, a knife and a fork suitable size packed 
in fancy lined boxes, are also obtainable in colors as well 
as in Zylonite-Ivory. These afford an opportunity for 
gifts that can be used every day and are a welcome de- 
parture from toys and games that the average child 
receives in abundance at Christmas time. 

When making a display, either in the window or 
within the store, it is best to use price cards and here the 
dealer can show his ingenuity by using a few words to 
help along the suggestion of cutlery for gifts. As stated 
before, the field is wide, the opportunity for good sales 
at satisfactory profits is larger than ever before. Bright, 
colorful, attractive displays of fine cutlery, properly 
priced with cards carrying a little sales-compelling 
message, will bring into the store a good return in that 
much needed result, PROFIT. 


These Four Sales Points Will Increase Kitchen 


Cutlery Sales 


A bread knife should be straight bladed because this 
type of knife cuts a straight, even slice and is not apt 
to cut the bread board or oilcloth. 

A stiff-bladed knife should be used for cutting hot 
meats which are generally soft and juicy. This knife 
should have a sharp point for cutting around bones. 

A thin knife with a flexible blade is best to cut cold 
meats. Its size and shape makes for a perfect cut and 
eliminates “sawing.” 

Three types of paring knives should be in every 
kitchen cutlery drawer. 

There are many and different uses for each knife, and 
to secure best results have this small assortment from 
which to choose. 
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Are 96 Out of Every 100 Men Logical 
Prospects for Pocket Knife Sales? 


Many different types of investigations have been con- 
ducted to ascertain how many men carry a pocket knife 
in good condition. One retail dealer in Maryland re- 
lates an interesting experience: “I live in a town of about 
8000. One day I was wondering how many of my cus- 
tomers carried good pocket knives, so I asked about sixty 
men. The results were surprising. The next day I ar- 
ranged a pocket knife display in one of my windows, and 
in a prominent position placed a show card with this nota- 
tion: ‘As 58 of the 60 men from whom I borrowed 
knives need new ones, I judge that 96 out of every 100 
men in town need a new knife. I have knives for mer- 
chants, farmers, motorists, sportsmen, boys and others.’ 

“IT sold more knives during the next two weeks than I 
sold during the last six months.” 

What is your market for pocket knife sales? 


This Knife Has 1851 Blades! 


What is supposed to be the largest knife was produced 
recently for exhibition purposes. It has 1851 blades, 
each with a perfect, sharp edge, opening and shutting as 
easily as the blades of any pocket knife. 

The blades were of every conceivable shape and suit- 
able for every purpose. 


Will Carving the Christmas Turkey Be a Joy 
or a Struggle? 


There are many people in your community who at- 
tempted to carve a Thanksgiving turkey with an old, dull 
carving set. It is safe to assume that a large majority of 
these people will greatly appreciate as a Christmas gift 
a new carving set or a pair of game shears. Many wives 
have mentally resolved that in order to enjoy their Christ- 
mas dinner they must get their husbands new carving 
implements. 

Are you able to satisfy this particular need—likely to 
be a common one among your customers? Carvers and 
game shears make most excellent gifts. A display of 
this line and mention of it in your advertising should 
help your sales. 


Cutlery will make many people happy at Christmas. 
x * * 


Camphor balls in a showcase prevent tarnished cutlery. 


Cutlery Display in Waste Window Space 
Successfully Used by Pierce Hardware Co. 


Cutlery is-always on display in the windows of the 
Pierce Hardware Co., Taunton, Mass. Around the base 
of each window is a bevel which, in many stores, is just 
so much wasted space. Pierce has built special display 
trays for this section, and in one window these feature 
scissors, knives, pocket cutlery, special service knives, 
razors, razor blades, manicure pieces and other attractive 
cutlery. Each tray bears a card and prices. 

B. F. Pierce, the owner, has found this use of other- 
wise lost display space a very practical and profitable 
factor for boosting sales in the cutlery department. He 
says it does not detract or divert attention of sales from 
the main line in any window display, but is actually an 
added attraction and a permanent boost for cutlery. 








The New Gold-Plated Model 


HE new 24kt. Gold 
Plated Gem Jr. De 
Luxe Nail Clipper is being 
advertised in December 


ning Post, Collier’s, and 
Judge, as an ideal gift. 
And it is sure to sell well 
thruout the entire year, to 
those who want the best. 


In its newly designed 
box, the ensemble makes 
an unusually at- 
tractive display. 


With soft-toned 
paper cover of 
buff and a _ back- 
ground of green 
velour, this box forms a 
striking setting for display- 
ing the new gold Gem Jr. 


The attractive __ retail 
price of $1.50 assures a 
worth-while profit to you. 








Hangs on the 
watch chain or 
key ring. 


\e4 
Vat THE 


sae H. Cc. COO CoO. 


Ansonia, Conn. 


Gem Jr. De Luxe 


issues of The Saturday Eve- 











The Burns Bread Knife 
Cuts Like Wildfire 




















Grape fruit knife No. 110-S 








The Burns Mfg. Co., Syracuse, N. Y. 


“Patented serrated edged cutlery” 
Please write for catalogue and prices. 
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Knife Expense is 


First price plus 
Grinding Cost 


- ».... And Dexter economy is in fewer 
grindings. The Dexter 12-inch scimeter 
steak knife below maintained a typical 
Dexter record. 





It gave four years of Daily service to an 
Illinois butcher, taking a total of 100 
grindings and needing regrinding only 
once every two weeks! 

Knives like these are 
what the butcher likes. 
He buys his knives where 
he can get Dexter. 


ae 
SINCE I8i8 ™ 


DEXTER: 


. The Right Knife 


Harrington Cutlery Company 
SOUTHBRIDGE, MASS. 











TRY 


The suggestions offered 


in this issue of Hardware Age 
for merchandising Cutlery. 


The keen dealer realizes clean 
cut profits from his cutlery 
stock. 

Whet your knowledge on the 
grindstone of 


Hardware Age 











The New Age of Radio 


(Continued from page 45) 


future, the new developments that are under way. What 
a world this will be to live in one hundred years from 
now ! 

Then, amid tremendous applause, Mr. Sarnoff stepped 
down from the rostrum. One of my companions at my 
table remarked that Mr. Sarnoff was born in Russia of 
Jewish parents. “If he had remained in Russia,” said 
this gentleman, “with his great intellect, he no doubt 
just in rebellion against the laws and customs of the 
country would have become a radical. Suppressed intel- 
ligence makes radicalism. Here in this country wlicre 
men are not suppressed, where in achievement the sky 
is the limit, this Jewish boy has become one of the lead- 
ing men in the country and the working head of one of 
our greatest corporations.” 

Then, as I sat and looked at the rostrum, my mind 
went back to the Roman days. The world travels in 
circles. In the days of Caesar and Mark Anthony they 
spoke from a rostrum like this. Rostrum, I believe, is 
from the Latin “rostra,”’ which means the prow of a 
ship. This is because the rostrum looked like the bow of 
a boat. 

The next speaker was an old man with long, white 
hair, with overhanging eyebrows, a strong nose and a 
chin of iron. After great applause he started speaking 
slowly and enunciated very clearly. He spoke almost 
like one who had been educated in a foreign language. 
Have you ever noticed that foreigners enunciate in our 
language better than we Americans do? 

The speaker was Walter Damrosch, the veteran musi- 
cian and leader of orchestras. He told of conducting 
orchestras in the old days, of playing before maximum 
audiences in Carnegie Hall of some 3000 people. In 
those days this was a great audience. He told of trav- 
eling over the country from the Atlantic to the Pacific, 
stopping in various cities and conducting his orchestra. 
He said these cities were more or less all alike. Their 
hotels were alike. The auditoriums were alike and the 
people were alike. In other words, it was a standardized 
America. Sometimes after leading his orchestra and 
finishing the performance he asked someone in what 
city he was. Frequently, as he traveled, he did not know. 
It was hardly worth while to learn. It was just one city 
after another. He stated that very few ever appreciated 
the labor and sacrifice necessary to make one of these 
transcontinental tours. 

Finally they asked him to conduct his orchestra before 
the radio. He wondered if this would be artistic. He 
talked to Paderewski about it. Paderewski did not ap- 
prove. He said doing this would lower the standard 
of the artist. But Damrosch thought differently. He 
did not think of the artist as he did of the people. He 
believed the radio would give an opportunity to educate 
the great mass of people to higher ideals and a better 
understanding of music. “Art,” said he, “is emotional. 
If we can stimulate the higher emotions of happiness, 
sorrow, grief and joy, with music, then we are helping 
the people grow upward. After all the world is not 
built just for a few great artistic geniuses. The world 
will only become better when there is higher and better 
mass knowledge of music, and this very knowledge of 
music will lead to a greater appreciation of musical 
genius.” 

He made the statement that here in New York, out 
of six million people there were only 60,000 music 
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lovers. Not one per cent of the population in New York | 


cares anything about music. This statement indicates the 
great possibilities in the field of musical education. 

Then Walter Damrosch closed by telling of the pro- 
grams they have arranged over the radio for children 
and for schools; how these programs were now being 
broadcasted by radio all over the United States, and 
from the Canadian wilds down to the Gulf of Mexico. 
Not a little red schoolhouse but can have its music. He 
told of arranging the musical program for the various 
ages of children—one program for the little tots up to 
eight years of age, another from twelve to fifteen, an- 
other from fifteen to twenty, etc., etc. 

When Damrosch reached this part of his address he 
became intense. It was evident that he was an artist, 
who not only loved his art but who wished just as far 
as possible to lead as many of the oncoming generation 
in America to know and appreciate good music. “When 
good music is known,” said Damrosch, “when it is ap- 
preciated, then all the vulgarities that now exist in music 
over the radio will pass away, because there will not be 
enough demand for this class of music. The musical 
taste of the nation will have been raised.” 

Then after a long, interesting and eloquent talk, this 
great artist bowed, received a generous share of applause 
and stepped down from the rostrum. 

I felt that I had had enough for one evening. I had 
not only been entertained but I had been instructed. 
Not only that, I had had an opportunity to hear men 
who had become great in their particular line of work. 
Back of their greatness it seemed to me was mind, and 
with this mind was training, education and discipline. 

The next speaker on the list was Mr. S. L. Rothafel 
(“Roxy”). Mr. Rothafel is the president and general 
director of the Roxy Theatre. I have seen this theatre. 
The floors are covered with oriental rugs, there are plush 
seats, imitation marble pillars, blue firmaments and ‘silver 
stars. This Roxy Theatre is an oriental dream of Para- 
dise. Roxy has an orchestra, too, and the efforts of this 
orchestra are sent out over the radio. 

I felt, after Sarnoff and Damrosch, I had had enough. 
I did not wait for Roxy. As I went through the glass 
doors to the coatroom, I heard tremendous applause and 
I knew that Roxy had taken his place in the forum. I 
must have missed something good. 

Now my problem is to raise enough money to buy a 
radio set, and what kind of a set should I buy? 


Loyalty 

F you work for a man, in Heaven’s name, work for 

him. If he pays you wages that supply your bread 
and butter, work for him, speak well of him, stand by 
him and stand by the institution he represents. If put 
to a pinch, an ounce of loyalty is worth a pound of 
cleverness. If you must vilify, condemn and eternally 
disparage, why, resign your position, and when you are 
outside, damn to your heart’s content. But as long as 
you are a part of the institution, do not condemn it. 
If you do, you are loosening the tendrils that hold you 
to the institution, and the first high wind that comes 


along you will be uprooted and blown away, and prob- | 
| PPPPPPPTTTILULLILLLLLLLE LLL 


ably you will never know why.—Elbert Hubbard. 







“GEM” apustase 
REGISTER 
SHIELDS 


Adjustable 
10 in. to 19 in. 


Suggest to your customers the importance of buying a 
“GEM” Adjustable Register Shield for every Warm Air 
Furnace register in the home so that the whole house 
may be kept free from dust, dirt and soot. Retail 
at: “Gem” Floor, Black, $1.25; Ox. 
Cop., $1.50; “Gem” Wall Shield, Black, 
65c.; Ox. Con.. 75c. 


1140 BROADWAY, NEW YORK,NY 
+ BUY FROM YOUR JOBBER 






























REWARD OFFERED 


For information given us that will result in our 
making a contract or purchase with any indi- 
vidual or company for items that we can manu- 
facture and sell to Hardware, Electrical or 
Plumbing and Heating Jobbers thruout the 
country. 


We might be interested in the purchase of a 
going concern now manufacturing or selling such 
items. 


THE PAINE COMPANY 
2949-51 Carroll Ave., Chicago, III. 
























Kokomo Stamped Metal Co. 


KOKOMO SKATES 





“CHIEFTAIN” 


- »—THE SKATE YOU’VE 
BEEN WAITING FOR! At 
last, something “different” in 
skates. New points of superior- 
ity and juvenile 
appeal. Nationally 
advertised! 





Kokomo, Indiana 


D. G. Baldwin Co. 
41 Murray St., New York City 


D. G. Baldwin Co. 
Bourse Bidg., Philadelphia 
enweder & Taylor 


Wink 
1507 8. Michigan Ave., Chicago, III. FULL BALLOON 
WHEELS 





Steel Tread or 
Rubber Tires 


















Strength—S peed—Stamina 

—that’s what you sell 
in a Lenox Cutter 

e 


New methods in tempering and 
sharpening cutting wheels——big im- 
provements in design and balance 
—better fitted to the hand—abso- 








lutely modern in every particular— 
a cutter that gives customer satis- 
faction and dealer, profits. Order 
your stock today while it’s in your 
mind. 


One of the 
products from the 
makers of the fa- 
mous “Wolves of 
Lenox” hack saw 
blades. Write for 
your copy of 
“The Story of the 
Wolves of Lenox.’’ 


American Saw & Manufacturing Co. 


Springfield Massachusetts 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: “Some of them \ 
have been copied, the rest will be.” 























Lady—‘“Isn’t it wonderful how a single “Guess I want another floorwalker,” Successful Business Man—“Well, I am 
policeman can dam the flow of traffic?” stated the gentleman addressed. “I’m the| rich enough at last to retire from busi- 
Boy—“Yes, grannie; but you should | owner of this outfit.” ness.” 






His Friend—“What will you do?” 

- “T contend,” said counsel for the defense, S. B. M.—“I shall buy the little farm I 
“You've got plenty of nerve. The idea | “that a tomato, however well aimed, could | ran away from and go there to live.” 

of stealing my chickens and then trying | not have caused a black eye.” 





hear the bus driver.” 














































to sell them to me!” “But it was in a tin, sir,” replied the Johnny Wimple went to the dentist to 
“Well, sah, I thought you’d pay a better | witness. have an aching tooth pulled and when it 
price for chickens you'd raised yourself. ~ was out, he asked for it. if 
You'd know what you're buying.” Jones—“Have you seen one of those “What are you going to do with it? 
instruments that can tell when a man is | asked the dentist. é 
“Come, come, my man. You have been | lying?” “I’m gonna take the durn thing home 
looking around a long time without buy- Smith—“Seen one? Hell, I married | and stuff sugar into it and watch it ache,” 
ing. What do you want?” one.” | said Johnny darkly. 














YOUR PROFIT Globe Vacuum Bottles 
IS IN MERCHANDISE S-0-L-D SELL Because They 


You may have a wonderful stock Meet Every Demand 
of goods on your shelves and 
counters. But, there's not a 

dime in profit for you until for QUALITY 
they’re SOLD. And 
that’s the job of 
the Stencilor — to 
help you sell goods. S mL NN 


Properly dis- , ww 
played mer- ¢ 
chandise with 

the price 


plainly mark- 

































SHOW 
AND SIGNS MADE UP TO THE MINUTE WITH THE STENCILOR. 
So simple, anyone—even a child, can operate it. THE STENCILOR 
Is STANDARD EQUIPMENT WITH CHAIN STORES AND OTHERS. 
oan now, before you forget it, for prices and samples of what it 
will do. 



















DISPLAY MATERIAL CO. 
774 Grand Avenue, St. Paul, Minnesota 


Attach this coupon to your firm letterhead ===, 
Send to your nearest office— 
DISP 


LAY MATERIAL CO., 774 Grand Ave., St. Paul, Minn. 


When You Stock Globe Vacuum Bot- 
tles You Stock the Best Made! You 
will believe this when you see how care- 
fully they are made. Your trade will 
believe it and show that they do, by 
purchasing. 
The Globe Line, consisting of Vacuum 
Service Sets, Vacuum Lunch Kits and 
“Sure-Grip” on en will meet 
every requirement of your customers. 
“om ee obligation a copy of your book, May we tell you about it? 


ORS CE OE REE END GLOBE VACUUM 


Ricotass eis co ee edbaes hist BOTTLE CO. 
ibiaciilahiba ahi Reser MIND cinxaneisec sas Duwi Nesislidhd,; Stans Semeny 











Eastern — Display Material Co., 191 Pearl St., 
New York, N. . 
Canadian ordi Display Card Co., Ltd., 11 Inkerman St., 
Toronto, Ont. 
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“Dear, dear, you must’nt 
daddy's razor, baby. Mother has a can of 
peaches to open.” 





The only reason a great many American 
families don’t own an elephant is that they 
have never been offered an elephant for a 
dollar down and easy weekly payments. 





Nervous Speaker—‘‘Depend on it, my 
friends, they'll keep on cutting the wool 
off the sheep that lays the golden eggs 
till they pump it dry!” 





Wise Prof.—“And so, students, we can 
come to the conclusion that nothing is im- 
possible.” 

Fresh Frosh—‘“Well, I’d like to see you 
ram this umbrella down your throat and 
open a 





Shortly before election day a portly 
ebon-hued woman presented herself at the 
registration booth with the intention of 
enrolling and casting her first vote in the 
ensuing election. 
address and her age; and then the clerk 
asked this question. 

“What party do you affiliate with 

The woman’s eyes fairly popped out of 
her head. 
question?” she demanded. 

“That is the law,” he told her. 

“Den you jest scratch me name offen de 
books. Ef I got to tell his name Ah doan 
Why, he aint got his deevorce 
And out she stalked. 


>” 


wanta vote. 
yit.” 


She gave her name, her | 
anything which you would be ashamed for 


play with | 
| as it was long ago. I just read in a book 








I guess lovemaking is about the same 


where a Grecian maiden sat and listened 
to a lyre all night. 





A train in Arizona was boarded by 
robbers, who went through the pockets cf 
the luckless passengers. One of them 
happened to be a traveling salesman from 
New York, who, when his turn came, 
fished out $200, but rapidly took $4 from 
the pile and placed it in his vest pocket. 

“What do you mean by that?” asked the 
robber, as he toyed with his revolver. 
Hurriedly came the answer: “Mine frent, 


|} you surely vould not refuse me a 2 per 


cent discount on a strictly cash transac- 
tion like dis?” 
“Pa, did you go to Sunday school when 





| you was a boy?” 


“Does Ah have to answer dat | 


“Yes, my son, I always went to Sun- 
day school.” 

“Well, dad, I think I’ll quit going. 
ain’t doing me any good either.” 


It 





Mother—“Oswald, you should never do 


the whole world to see.” 
Oswald—“Hooray! I 
take any more baths.” 


won't have to 





First Roman (at a Christian massacre ) — 
“We've got a capacity crowd, but still 
we're losing money. The upkeep on the 
lions is pretty heavy.” 

Second Roman—Yes, sir. 
sure do eat up the prophets.” 





| 


I wish I was a bird’s egg, way up in a 
tree, 

A settin’ on my little nest, as bad as bad 

could be, 

long ‘ud come a naughty 

snatch me up with glee, 

A’nen I'd up and bust myself, an’ cover 
him with me. 


An’ bey an’ 


\be—“Dot hat iss nize fit, aindt it?” 
Customer—“Yes. But suppose my ears 
get tired?” 
Null—“I started out on the theory that 
the world had an opening for me.” 
Void—*“And you found it?” 
Null—“Well, rather. I'm in 





the hole.” 





An honest speeder had just hit a dog, 
and had returned his damages, if 
possible. He looked at the dog a moment, 
and addressed the man with a gun. 

“Looks as if I'd killed yer dog?” 

“Certainly looks that way.” 

“Very valuable dog?” 

“Not very.” 

“Will five dollars be enough?” 

“Well—I guess so.” 

“Sorry to have broken up your hunt,” 
said the motorist, pleasantly, as he handed 
the owner a crisp five-dollar bill. 

“I wasn’t going hunting—just going out 
in the woods to shoot the dog.” 


7 
to settle 


Jim—“I hear you and your wife had 


| some words last night.” 


Those lions | 


Jam—“We did, but I never got around 
to using mine.” 


















DON’T 
W AIT 
TILL 
THE 
SNOW 


PILES 
HIGH 






















the foot) and EASE-y 


May be left 
out in the 


RAIN! 


* And among the other factors 
of the TUCKER’WAY, remem- 








ber they won't warp (they 
can't rust), and won't turn 
white when left out in the 


rain. Tell your trade these 
additional talking points. 
These chairs are easy to 
open and easy jo close (with 
to sit in. There are no metal 











ORDER YOUR STOCK OF 





SNOW SCOOPS — SNOW PUSHERS 
SNOW SHOVELS 


TODAY 


From 


RUGG MFG. CO. 
Greenfield, Mass. 


Also manufacturers of Wood and Steel Snow Shovele—Hay and 
Lawn Rakes— Shingle Brackets —Furnace Scoops — Hardware 
Specialties. 











stampings to get loose or come off; no nails on seat; ‘‘no 
metal to touch you''—to catch the dress nor pinch the 


seat or fingers. Made of beech—uniform in color—nailed 
and glued—waterproof varnished, and they stack as easily 
as pan cakes. 





Won't Tilt Well Built 















Selling TUCKER'WAY means tucking 
away profits into your coffers. Get our 
prices and proposition. These chairs are made 
in the regular, and the juvenile size. and 
come in natural finish, as well as vivid red, 
blue, green, orange, black, etc. Sold singly or 
in rows. 


Send for Sample Chair! 


TUCKER'’WAY made by the House of 
Tucker, manufacturers of that PEERLESS 
line of Folding Furniture, TUDUCO Tents, 
Kantskratch Mops, etc. Send for catalog. 


TUCKER DUCK & RUBBER CO. 
Fort Smith, Arkansas 
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I’m all 

set to advertise 

YOUR store 
FREE!” 


“And here’s how,” says the Old Gardener. 


“For 1929, PENNSYLVANIA headquarters is plan- 
ning a bigger national advertising campaign than ever, 
in which they will feature a picture of me pushing 
the easiest-running, smoothest-cutting, longest-lasting 
type of lawn mower made. 


“But here’s where you come in: These advertise- 
ments will tell lawn mower prospects’ everywhere to 
look for the nearest hardware store displaying that 
LIFE-SIZE, full-color cut-out of me pushing a 
‘PENNSYLVANIA Quality.’ 


“So, you see, it won’t be my advertising, or merely 
PENNSYLVANIA advertising. It will be your own 
advertising, if you do your part. First of all, order 
that profit-building cut-out now and, when spring is 
in the air again, put it and keep it in your window or 
store where your lawn mower prospects will see it 
and be influenced by it. Then, finish the job by 
ordering and using the complete new package of 
PENNSYLVANIA sales helps for 1929.” 


PENNSYLVANIA LAWN MOWER WORKS 
1615-35 North 23rd Street, Philadelphia, Pa. 


wpe ae 











Everybody’s Business 
(Continued from page 48) 


New York City. An immense amount of money was 
obtained from women with small savings by a crook 
who promoted a venture to make gasoline from garhage. 

It is a very fine line that now divides legitimate 
practices from those that are fraudulent. Notwithstand- 
ing earnest efforts to eliminate dishonesty in advertising, 
it is estimated that fraudulent selling copy still costs 
the American public more than a half billion dollars 
annually. Let anyone look about him and ask how many 
statements that appear on every side could be verified. 
Dozens of different kinds of medicines are sold at many 
times their true value on the basis of claims that the 
proprietors are unable to substantiate. Certain kinds ot 
oils with fancy names are no better than ordinary mineral 
oil. Many varieties of soap, toothpaste and hair tonic are 
sold on the strength of misleading names or slogans that 
no one will guarantee. Wildly fantastic exaggerations 
continue to be made respecting the merits of automobiles, 
cosmetics, tobacco products, mechanical devices and food 
preparations. 

Certain varieties of wearing apparel are advertised as 
“exclusive patterns” although identical garments are on 
sale in other stores. Many of the ads which say “your 
money back if not satisfied” are only sources of disap- 
pointment to those who act in good faith on such 
promises. In almost every city are some stores that try 
to build success on a policy of misleading window dis- 
plays and high-pressure salesmanship. Frequently the 
articles offered inside are not the same as those dis- 
played in the windows. Some ask first-class prices for 
“seconds”; others pass off goods as having been im- 
ported when they are not; imitation furs are sold as 
genuine ; the statement “direct from the mills” is untrue; 
famous trade-marks are misused. 

Recently an advertisement told of a phonograph that 
was for sale for $2 down and $2 a week. Investigation 
showed that the machine was a cheap grade of the kind 
advertised. The cabinet was a rank imitation. The 
name plate had been removed from the machine and 
placed on the outside of the cabinet. A customer trying 

buy the outfit found that $2 down meant only that 
the machine would be held for him. He was told that 
he must pay $10 before securing possession. 

Player pianos of discontinued designs were offered for 
$95—regular price $650. The inquiring customer found 
that the instruments were in bad mechanical condition 
and more than 25 years old. The advertisement was 
merely a bait to get customers into the store and sell 
them other instruments at higher prices. This same 
investigator found “camel’s hair” blankets that con- 
tained a large percentage of wool; leather belts stamped 
“Genuine Cowhide on Calf” that were lined with sheep; 
and various kinds of sales that contained only a few 
articles of the high grade advertised, while all the rest 
were taken from regular stock and being sold without 
any reduction at all. 

Price juggling is generally as bad for trade as money 
juggling is for sound banking. It is for this reason 
that many people now avoid stores where price bargain- 
ing is. possible. Experienced shoppers have come to 
understand that there is a great deal of bunk in cut-price 
sales. They know that when the retailer takes a loss on 
one article, he must balance this by an excess profit om 
another. The wise customer understands that when the 
sole purpose of a cut in price is to win a confidence that 
later is to be betrayed, a condition arises that tends to 

















HARDWARE AGE for DECEMBER 6, 1928 91 





transform retailing from a legitimate business to a game 
of chance. 

3ut let us not run away with the idea that the percen- 
tage of fraudulent practices is any greater in retailing 
than in dozens of other lines of business. The majority 
of shopkeepers are entirely honest and are heartily 
ashamed of those of their contemporaries who bring un- 
deserved censure to the merchant who is fair and con- 
scientious. The truth is that the professional “easy- 
money sharks” are now active in hundreds of fields. 
Their glib tongues are devoted wholly to the single pur- 
pose of obtaining money under false pretenses. Their 
activities range from peddling tickets for fake banquets 
and balls to selling membership cards in detective asso- 
ciations that promise high-salaried positions in the secret 
service. 

It is amazing how many people fall for schemes that 
seem utterly absurd the next day after the high-pressure 
salesman has passed out of the picture. Tricky auto- 
mobile venders sell used cars to unsophisticated pur- 
chasers who cannot see a multitude of weaknesses 


chandise are sent through the mails with pathetic appeals 
from people who are crippled or blind. Back of these 
unfortunates are clever swindlers who pocket the re- 
mittances. One fakir working this game with two blind 
men pulled in more than $5,000 in three months for 
neckties that were worth only a fraction of that amount. 

A puzzle contest that was staged in a number of lead- 
ing newspapers offered a prize of $500 to the one who 
would send in the correct solution. The puzzle was easy 
and thousands of people answered correctly. All of 
these folks received-a letter from the company congratu- 
lating them on their success in solving the puzzle, but 
were told that the first prize had been changed to a 
closed automobile of well-known manufacture. Each 
was informed that his answer was ready for submission 


handwriting, etc. In the meantime, the company inclosed 
a “special gift bond” with a value of $10 to apply to 
the purchase of a pearl necklace worth $13.50. Thou- 
sands of people sent the bond back with $3.50 and re- 


dollar. 


growth of the film industry. This situation has. been 
capitalized by clever crooks who make a business of 
assuring success in motion-picture writing to anybody 
who has money to spend. The alluring advertisements 
of self-styled “scenario experts” bring in thousands of 


dollars from untrained men and women who are led to | 
believe that a so-called “staff of experts” can serve them | 


satisfactorily in lieu of experience and literary ability. 

For this “constructive advice” the hopeful author must 
pay a charge varying from $25 to $150. He does not 
know that the aspiring scenarist has only one chance out 
of 25,000 of succeeding. A recent survey disclosed that 
only four of 100,000 unsolicited movie stories were ac- 
cepted. Several of the important producers of motion 
pictures have been so flooded with the manuscripts of 
inexperienced writers that they have been forced to 
refuse even to read the stories coming to them un- 
solicited. This policy has been adopted to avoid an 


unending succession of complaints, insinuations and | 
threats from people who insist that episodes in pictures | 
later produced were lifted from the stories they sent 


in. The fact that a story has met the exacting test of 
the editors of a highclass periodical has more weight 


| Neverbreak Fire Tools on hand to 
supply the Holiday demand. They 





| blazes during the season --- and are 
real profit makers for the dealer. 


NEVERBREAK 


through a single coat of new paint. Articles of mer- | 


| Three wonderful items in 
this set. A Fire Shovel, a 
Straight and Bent Tip 


| service;splendid examples 
of honest craftsmanship. 


_ black satin coat, they 
| harmonize with the finest 
| home furnishings and do 


| as well. 
to the final judges for consideration of neatness, style, 


ceived a necklace that cost the company less than a | NO rivets, no welds. Hol- : 


Thousands of would-be scenario writers are striving to | ang, 
share in the fame and wealth created by the amazing | 


NEVERBREAK is 


with the scenario editors than a hundred certificates from | 





All Set For 
PROFIT 


Be sure that you have sufficient 







make splendid gifts --- move like 


FIRE SETS 


Poker. Each built for 
fifty years of continual 


Finished in a beautiful 


their duty in the kitchen 


Blade and Shank of the 
Shovel is forged from one 
piece of high carbon bar = 
steel; light, yet substantial; 


low handles prevent heat- 





None genuine unless 4 


stamped on the blade. 


BEST BY TEST 


One hundred and eighty five 
pounds can’t even bend the 
handle of a NEVERBREAK 


Fire shovel. 


CHECK YOUR STOCK” 
ORDER NOW 





The Union Fork & Hoe Company 


COLUMBUS, OHIO 


Manufacturers of 
A Complete line of Forks, Rakes, Hoes and 
Special Purpose Tools 
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You Can Say: 


“Tl replace 
it two years 


from today— 


if this Rixson Door Check is not giving per- 
fect satisfaction.” 


The two-year guarantee on this Single Acting 
Overhead Check means additional sales power for 
you. By all means pass our guarantee along to the 
user. What can swing sales more readily than such 
a tesponsible assurance against any defect? Your 
customer can expect many times two years’ service 
with complete certainty. 


You may judge the standards of material and de- 
sign built into such a check. In addition it is com- 
pact, neat in appearance and very easy to apply. 
No change in the mechanism is required to operate 
right or left hand doors. 


Rixson “1924 Model” Single Acting 


DOOR CHECK 


Write for complete descriptive circular 


The Oscar C. Rixson Company 
4450 Carroll Ave., Chicago, IIil. 
New York Office: 101 Park Ave., New York 
* 











Builders’ Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 

Butts, Pivots and Bolts 

Door Stays and Holders 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 








ee 





~ nes 


the smooth proprietors of questionable play-writing 
schools. 

Pages might be filled with a recital of fraudulent prac- 
tices that are now current throughout our country. The 
other day I heard of an utterly worthless “puff sheet” 
having no legitimate circulation, that got away with a 
$10,000 check handed over by an important banking 
house interested in a new promotion. Some crooks or- 
ganized a “suit club” and cleaned up over $30,000. A 
company purporting to deal entirely with inheritance 
matters raked in a large sum of money from dupes who 
answered circular letters referring to the recent death 
of some individual having the same surname as the 
person addressed. 

Never was caution more necessary in the handling of 
money. Most of the really creative and constructive 
work now done in the world is performed by one-half 
of the people. The other half are engaged in a seem- 
ingly successful attempt to secure a livelihood by muict- 
ing innocents. One may well ask how long this condi- 
tion will be permitted to exist. Some people are taken 
in once and learn their lesson. But only too often it is 
a case of “‘once a sucker, always a sucker.” 


Librett Left a Better Location to 
Obtain a Better Store 


(Continued from page 41) 


“One of the best improvements is the increased cash 
sales. Formerly our ratio was about 70 per cent credit 
and 30 per cent cash. The first two months in the new 
store we find cash business more than 40 per cent and 
credit sales slightly below the 60 per cent mark. In 
fact, many people with accounts make a major purchase 
and charge it. On the way out they stroll about our 
display tables and make a cash purchase anywhere from 
ten cents up to two or three dollars. Our new store re- 
ceives many more visitors who actually go the entire 
length of the store. Most of our customers will do that 
and our percentage of “self-made sales” is very high and 
vety encouraging. 

“Our store meetings were primarily for the sales staff 
but recently we have been inviting the entire personnel. 
This is a good plan, as a successful store salesman is even 
more efficient when stockmen, drivers and office workers 
are solidly and intelligently behind him. Our sales staff, 
stock crew, drivers and office help are learning that each 
phase of our activities is closely related to the general 
welfare of the business, and that with each man under- 
standing something of the other’s problems it is possible 
to effect a cooperative spirit which keeps down expenses 
and brings up sales and profits.” 


Hardware Dealer “‘Tags” the Motorists 


For the past several years a successful retail dealer has 
employed school boys to distribute special advertising 
tags to motorists. These have been prepared in a style 
which permits their hanging over the horn button on the 
steering wheel or on the door handle. 

The sales message suggested a visit to the hardware 
store for holiday gift selection. A special comment re- 
garding tools and auto accessories was timely and 
appropriate. 
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LEADERSHIP 


is a profitable holiday-selling asset 


to dealers... for example... for 
Christmas gifts alone, we estimate that 
40,000 Hoovers will be bought this year— 
and every sale will be a dealer sale. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 


The oldest and largest manufacturer of electric cleaners. The Hoover is also made in Canada, at Hamilton, Ont, 
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CLYDE JENNINGS, Editor 
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Are You Selling Safety? 


If so, have you assured yourself of their safety 

or are you just taking the word of the salesman 

who brought the appliance to your attention? Or do 

you know that the manufacturer of that appliance is 

a reliable house? That the manufacturer has been in 

business a long time and 
tests his own goods? 

There are many manu- 
facturers who make tests 
and they are ready to 
pledge the reputation of 
their firm to the quality of 
the product. There are 
other manufacturers that 
do not make these tests. 
These manufacturers have 
a factory and regardless of 
what has been the output, 
they conclude to make a 
toaster to sell at a lower 
price than the present 
toasters. 

Some of these appliances are dangerous. Experience 
and engineering are required to make good appliances 
and some of the manufacturers who are sending sales- 
men out to call on non-electric merchants have neither. 

Some of the appliances are immediately dangerous; 
we have seen toasters that burn a table cloth the first 
time they are used. Others have hidden danger. A 
hardware man recently told us of one that had sharp 
metal edges at a point where contact was made with a 


Electrical Goods Section 


RE you selling the safety of appliances? 





cord. Eventually this edge will cut the insulation of 
the wire and trouble is certain. 

A hardware merchant who has been schooled in judg- 
ing tools and other metal fabricated articles can, if he 
will, tell the good from the bad. In case he cannot, he 
can ask the manufacturer for proof; he can use them 
in his own home, or he can 
ask the help of the utility 
people. Despite reports to 
the contrary, we believe 
that 95 per cent of the 
utility merchandising de- 
partments will be more 
than willing to help any 
dealer get right on the 
quality of appliances. 

Electric appliances, by 
and large, are more safe, 
we believe, than the flame 
heated or non-electric 


equipment for the same 
work. We believe there 
are fewer accidents with 


electric equipment for laundry work, cleaning and cook- 
ing than with the non-electric equipment. 

Every merchant should be in position to sell the 
SAFETY OF HIS APPLIANCES. Never mind about 
the others. 

Unsafe and flimsily made appliances are a constant 
source of annoyance to merchant and customer and 
detract from the merchant’s reputation on this growing 
line. 
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Your Amazing 1929 Prospect 


Electrical men estimate 
possible market and in- 
vite hardware mer- 
chants to reap the 
golden harvest. 


TRICAL Goops Section we have 
devoted considerable space to 
reasons why hardware dealers should 
make an increased effort to sell wash- 
ing machines and electric cleaners. 
On these pages we are adding to 
the reasons already presented an ap- 
peal from outstanding representa- 
tives of the electric light and power 
industry to the hardware merchants 
to sell these and other electric appli- 
ances. These men, both leaders in 
utility merchandising, say, in effect: 
The present opportunity for the 
sale of electric appliances is so 
great that our utility sales organi- 
zations cannot begin to satisfy it. 
We need many additional sales out- 
lets and these outlets should be in 
the hands of merchants who have 
the confidence of the public and 
who understand mechanical con- 
struction. 

The position of the utility as re- 
gards these sales is well known. Pri- 
marily the utility has more interest 
in the sale of any electric appliance 
than the mere profit of the sale it- 
self. The chief interest comes in the 
use of this appliance as this means 
a sale of current. The utilities first 
went into selling of appliances be- 
cause no one else were selling them. 
They have continued to sell appli- 
ances in an effort to build up current 
sales. 

The present national market pros- 
pect, says C. E. Greenwood, Com- 
mercial Director for the National 
Electric Light Association, on only 
ten appliances is $3,667,500,000. 
Certainly an amazing figure. 

George E. Whitwell, speaking for 
Pittsburgh and that trade commu- 
nity, says the present market in that 
district for eight appliances is $91,- 
680,000. Mr. Whitwell is Manager 
of Sales and Service for the Du- 


[= recent issues of the ELEc- 


SEASONAL SALE OF ELECTRIC APPLIANCES.—tThis graph shows actual 
sales of electric appliances and supplies in 300 public utility stores scattered 


throughout the United States reporting to one holding company. 


About 25 


per cent of sales were on installments. Few outside salesmen were employed. 

The irregular black line represents weekly sales, the heavy red line is com- 

puted from the weekly records. Steady progress from January to Christmas 
season will be noted 


PEAKS AND VALLEYS.—The record begins Jan. 8, 1927, the end of 
the first week. The after Christmas decline continued to (B) Jan. 29 
and gains a peak (C) April 2, just before Easter, and reached another 
peak (D) May 28 in preparation for Memorial Day, followed by a valley 
(E) June 11, and rising again for the June gift season, then a series 
of valleys (F) Sept. 10, (G) Oct. 15 and (H) Dec. 17, and rising to 


the year’s peak (I) Dec. 24 





quesne Light Co., the largest utility 
in the Pittsburgh district. 

Certainly these amazing figures of 
sales prospects should interest the 
hardware men of the country and of 
every community. Mr. Greenwood, 
in a tabulation prepared by him and 
printed with this article, supplies a 
basis of an estimate of your local 
market. This tabulation is prepared 
on a basis of 18,000,000 wired homes 
in the United States. He presents 
what students of the appliance trade 
believe to be the possible saturation 
for each of the appliances. In an- 
other column he gives the percentage 
of present ownership of appliances 
in wired homes. The difference of 
these percentages is the present mar- 
ket. 

It will be noted that Mr. Green- 
wood believes that every wired home 
should have an electric iron. That 
seems reasonable. Present estimates 
are that only 87 per cent of homes 
have irons, leaving 2,340,000 homes 
as -prospects. This does not, of 
course, include the replacement sales. 
If we should assume that an iron 
will last five years, that would mean 
a sale of 3,600,000 irons a year, 
which, at $5 each, would mean a re- 


placement volume of $18,000,000 a 
year. 

Mr. Greenwood’s estimates seem 
logical. You will note that he esti- 
mates that 75 per cent of the wired 
homes should buy electric cleaners. 
That 50 per cent of the wired homes 
should buy electric refrigerators. 
This does not mean that 50 per cent 
of these homes will buy these appli- 
ances this year, but it does mean that 
the prospects are waiting for the 
right salesman to come and find out 
when they will buy. 

The method of procedure, as we 
see it, is first of all to get a list of 
wired homes in your community. 
This list should then be made selec- 
tive. A merchant and his salesmen 
should know something about the 
people of their own neighborhood. 
This writer once asked a highly suc- 
cessful automobile salesman how he 
accounted for his high earnings 
when so many other salesmen ap- 
parently worked harder than he and 
did not earn nearly as much. The 
salesman studied this question for a 
considerable time before he answered 
in this cryptic sentence: 

“I guess it is because I pick the 
live ones from the dead ones.” 
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There is a wealth of salesmanship 
in that sentence, especially when it is 
based upon a performance above the 
average. 

The natural suggestion for carry- 
ing it out is to make a set of cards 
for the wired home families of your 
trade community and then note on 
these cards which have washing ma- 
chines. These families probably will 
never be candidates for the profitable 
sales of washing machines—as a 
washing machine should last a gen- 
eration. Cleaners have a shorter life 
and one purchase does not necessarily 
remove the name from the list, but 
a merchant should never urge a sale 
as long the housewife is satisfied 
with the cleaner she has. If she is 
satisfied, the dealer will have to 
throw away his profit in buying her 
old cleaner. 

Electric refrigerators should be 
another generation purchase. Only 
5 per cent of the wired home families 
now have these machines, and in 
some communities none have them. 
There are several refrigerators now 
made that have passed the experi- 
mental stage and these firms have 
organized satisfactory service sys- 
tems. If the hardware dealer makes 
a wise selection of factory and job- 
ber, there is no reason now. to be 
afraid of selling electric refriger- 
ators. 

When it comes to the minor appli- 
ances, there is heavy replacement, 
especially as to toasters, heating 
pads, heaters and waffle irons. In 
many cases replacement is due en- 
tirely to appearance. As long as 
women are proud of their table and 
kitchen equipment, there will be re- 
placement sales on the basis of ap- 
pearance for these articles. 

With fans, heaters, heating pads 






































Present National Market for Ten Appliances 





Compiled by C. E. Greenwood, 
Commercial Director National Electric Light Association 


Maximum Present Potential Aver. Unit 
Appliance Market Saturation Sales Price 
100% 
Iron (1,800,000 homes) 87% 2,340,000 $5 
(a 
Toaster (13,500, «* — 25% 9,000,000 5 


Vac. Cleaner 


Wash. Mach. (9,000, 000 —_— 30% 
Waffle Iron (10,800, 000 : an 

Heat Pad (14,400 * 10¢ 
Refrigerator (9,000, nk homes) 
Heater (9,000, ott homes) 159 
Percolator (12,600, 000 reer 20 
Fan (12,600, 000 homes) 30 


(13,500,000 homes) 40% 


6,300,000 50 
3,600,000 150 


10% 9,000,000 9 


% 12,600,000 5 


5% 8,100,000 300 


[Je 6,300,000 6 
Jo 9,000,000 8 
Jo 7,200,000 10 





and similar appliances, there are du- 
plicate sales in many households. 
Many families will use two or more. 

Of Mr. Greenwood’s list, fans, 
heaters and electric cleaners find 
ready sales in offices. Indeed, the 
office is perhaps the best market to- 
day for fans. Even factories buy 
fans; most often the ventilator type, 
but sometimes the other sorts. Res- 
taurants and soda fountains are ex- 
cellent customers for many appli- 
ances. 

This volume of trade runs suffi- 
ciently heavy in total and also as to 
single items that it will pay any 
neighborhood dealer to maintain a 
card record of the ownership and 
purchase of appliances. 

In the smaller stores—those cater- 
ing to a definite trade territory such 
as the small city or large city neigh- 
borhood—experience has shown that 
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Present Market in Pittsburgh for Eight 
Appliances 


Compiled by George E. Whitwell, 
Manager of Sales and Service, Duquesne Light Co. 


Market Sale Value 
..+- 60,000 $ 300,000 
..-. 100,000 6,000,000 
15,625,000 
...- 175,000 875,000 
.... 200,000 2,000,000 
63,000,000 
1,720,000 
2,160,000 


$91,680,000 


it is best that the merchant himself 
take an active part in this promo- 
tion. Take, for instance, a store 
with 300 to 400 customers; it will 
not require a great deal of effort on 
the part of one man to learn some- 
thing about each of these families 
and to make note of the electrical 
equipment and also to make some 
estimate of what they can afford. 

It is stores of this size that can 
do this additional sales work most 
economically and which will most 
benefit in doing it. The chief reason 
that the small merchant can promote 
these sales better than the large mer- 
chant or sales agency is that he can 
build a more closely knit confidence 
between*himself and his customers 
than the larger, impersonal institu- 
tion. This confidence or friendship 
saves many dollars of promotion ex- 
pense. 

One objection that has been made 
to electrical goods is an alleged sea- 
sonal character. The graph printed 
on these pages effectually answers 
that objection. This graph shows 
the actual weekly cash receipts of 
about 300 public utility stores re- 
porting to one holding company for 
the complete year of 1927. These 
stores are sufficiently scattered to be 
representative of buying habits of 
the country east of the Rocky Moun- 
tains. New England, middle west, 
southwest, northwest and southern 
eastern sections are represented. 

It will be noted, generally speak- 
ing, that the ebb of the trade is after 

(Continued on page 118) 
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Some One Has Waved Magic Wand Over 
Christmas Tree Lamps 


Former one-purpose merchandise has been developed into all-year, all-purpose 
decorative material that no merchant need fear 


T is a habit of jobbers and dealers 
| to admit after Christmas that 
they underestimated the demand 

for Christmas tree lamps. This habit 
developed at a time when there was a 


on a string or on connected strings. 
Rubber insulated outdoor sets. 
Tree fasteners on the lamp cords. 
An excellent battery outfit. 
Each and all of these improve- 


semblance of an excuse because in- ments over the pioneer light strings 


teresting and beauti- 
ful strings of lamps 
were used only once a 
year. 

That period, hap- 
pily, has passed. 
Santa Claus or some 
other good fairy 
waved a magic wand 
over this fairy-like 
decorative material 
and suddenly the 
strings of lamps be- 
came aill-year, _all- 
purpose beauty 
makers, indoors and 
out, that no merchant 
need fear regardless 
of the season. 

This development 
has come about 
through improvement 
of the product and 
an extended line of 
accessory merchan- 
dise. Some of the de- 
velopments that are 
favorable to better 
merchandising of or- 
namental miniature 
lamps are: 

A brighter and more serviceable 
lamp. 

Development of the multiple out- 
fit—in which one burnt-out lamp 
does not affect the others. 

The extension device, with which 
one string can be attached to an- 
other and several strings operated 
from a single socket. 

Development of a moderate priced 
line of accessories—such as shades 
for special occasions such as Christ- 
mas, Hallowe’en, Thanksgiving, and 
lawn parties, to be used with the 
regular strings of lamps. 

Twinkler which operates all lamps 
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tree lamp sets used for tree, table 
decorations 


with the uncertain lamps, in which 
one lamp’s failure put all on the 
string in the dark, have entirely 
changed the merchandising status of 
these lamps. 

This season, more than ever be- 
fore, these sets are going to be used 
for outdoor illumination, due first of 
all to the successful development of 
the outdoor strings of small lamps, 
and second, because of an apprecia- 
tion of the small, well done outdoor 
lighting decoration as compared with 
the expensive, intensive display 
which required high candlepower 
lamps, and even floodlighting, which 


7 


en” 


required the expense of a trans- 
former to bring in the additional 
current. 

The miniature lamp strings can 
be operated in considerable number 
from the usual house circuit at small 
cost and can be used 
to attractively light 
small trees, shrub- 
bery, and in the form 
of cross or wreath. 

Backing up this de- 
velopment of the mer- 
chandise and adding 
immensely to the 
merchandise value is 
the nationwide adver- 
tising that is being 
published in leading 
household magazines 
to establish these 
lamps as_all-year 
party decorations. 
This advertising is be- 
ing coordinated with 
the development of 
the accessories which 
makes the lamps suit- 
able for such special 
occasions as St. Val- 
entine parties, patri- 
otic gatherings, St. 
Patrick’s Day, Easter, 
May Day, 4th of 
July, Hallowe’en, 
Thanksgiving and 
similar occasions. 

Where these lamps were previous- 
ly used only for tree decorations, 
they are now used in many ways. 
They can be hidden in the table deco- 
rations and add much to the general 
effect of a festive board. By group- 
ing similar colors almost any effect 
sought can be obtained in wall deco- 
rations. 

One especially strong point in 
making these lamps all-year mer- 
chandise is the introduction of the 
rubber insulated or outdoor sets. 
Such sets can be safely used for 
lawn decorations without fear that 
they will be ruined by dampness. 
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when CHRISTMAS WEEK comes, | 
You’re going to be busy... why not let 


BRIGHT] STAR 


7 


< Supreme We Svery Jest > : 
— ‘i 


FLASHLIGHTS 
sell themselves for YOU 


USTOMERS crowding the store—a hundred 


and one calls on your time and attention, 



























right up to closing hour on Christmas Eve—you 


BRIGHT STAR want merchandise that will take some of the load 


with thePolding. LOOP HANGER 


General i tilityFlashlight | off your shoulders by doing its own selling! 








That’s why Bright Star Flashlights have won such 
a firm foothold among progressive retailers all 







over the country—the attractive, colorful display 






cartons put these famous flashlights right out on 

the counter. They save your time and effort by | 
bidding for the customer’s attention and persuad- ' 
ing him to buy! You can see how they speed ; 









turnover—and the profit margin is liberal! 







Bright Star Flashlights embody all the well-known 
Bright Star features—Folding Loop Hanger, Twin qi 
Cushion Shock Absorber, Candlelight, Security 


Switch, etc., which definitely insure consumer- 








satisfaction. 















PRICED TO FIT The price-range fits every purse—from $1.10 to 
EVERY PURSE 
$2.98 complete. 


1000-ft. Focusing Scarch- 















light, $2.98 Stock them for Christmas—and be satisfied with 
Focusing Spotlight, $1.55 results! Get in touch with your Jobber today. 
General Utility, $1.55 
Junior, $1.10 BRIGHT STAR BATTERY CO. 
= —f HOBOKEN, N. J. 








Branches: Chieago and San Francisco 
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NE of the first and most im- 

portant things to consider is 

the wealth of your average 
customer. Decide what your cus- 
tomers can and will pay for a radio 
set that will fulfill their expectations. 
If you have wealthy customers, con- 
centrate your efforts on the more ex- 
pensive receivers. ‘ 

If your customers are of moder- 
ate means, select a line of receivers 
that are moderately priced. By all 
means, whether a moderate or ex- 
pensive line of receivers is chosen, 
be sure to select a nationally adver- 
tised line, produced by a manufac- 
turer with a recognized standing in 
the radio field. 

A large stock is not necessary. 
For most small stores, a stock con- 
sisting of two or three sets would be 
sufficient. It should be remembered 
that the most successful radio re- 
tailers have found that demonstra- 
tion in the home is the most feasible 
method to make radio sales. Often 
one set would be out on trial, another 
on display, and the third exhibited 
on the sales floor. In this fashion 
a small store would not be severely 
handicapped through stock short- 
age. 

It is obvious, of course, that a 
small stock of this nature would not 
be ample, in all probability, during 
the usual winter rush for radio. At 
such a time jobbers and manufac- 
turers are often unable to supply the 
demand on short notice. 

By giving your undivided atten- 
tion to the one make selected, it 
will be found much easier to be- 
come familiar with the construc- 
tion and maintenance and through 
this knowledge, cause for grief will 
be avoided. 

A thorough study should be made 
of the set, but technical points should 
not be brought out in making radio 
sales, unless you are called upon to 
explain some scientific detail of the 
construction or operation. Ordi- 
narily, make the sales talk as simple 
and devoid of technical terms and 
unfamiliar phrases as_ possible. 


If | Were a Hardware Merchant in a Small City, 
I Would Go Into the Radio Business and This 
Is How I Would Go About It 


By J. M. Witten 





Don’t make the construction appear 
complicated and the operation seem 
difficult but, rather, impress on the 
prospect’s mind the simplicity of 
construction and ease of operation. 

It is generally admitted that a 
definite “iron-clad” policy for terms 
of radio sales has proven unsuccess- 
ful for hardware merchants selling 
radio sets. The workable plan would 
appear to be that each radio pros- 
pect should be considered an indi- 
vidual problem. This plan of sales 
terms enables the dealer to use his 
discretion as to whether the sale will 
be for cash, a charge on open account 
to an accredited customer, or on the 
time payment plan. Through this 
method the dealer can make “his suit 
fit the prospect.” 

When making plans to engage in 
the radio business, do not overlook 
the service problem. Service to radio 
purchasers must be available. Your 
competitors provide radio service and 
you also must meet this competition. 
At the start, and especially in 
smaller stores, the plan of employing 
a high school boy who has made a 
study of radio and’ is enthused over 
its possibilities, would keep down the 
service overhead and make satisfied 
customers. Many such boys are 
available for nominal wages. 

Remember—this lad will be your 
contact with the customer and his 
calls should develop new radio busi- 
ness. During your spare time the 
boy ought to be schooled on the 
fundamentals of good salesmanship, 
which would be easily cultivated in 
the right sort of a boy. 

Except in cases where competitors 
offer free service for a given period, 
& moderate charge should be made 
for service calls. The amount 
charged is dependent upon the time 
required and the length of the trip. 
It is just, and expected, that all re- 
placements or repairs of consequence, 
when not due to faulty construction 
or imperfections of manufacture, 





will be charged for in addition to 
the charge for the service call. A 
real attempt should be made to have 
service available to your customers 
at night, as well as day. A boy can 
answer service calls after school and 
up until about nine o’clock at night. 

If the business is to be conducted 
on a larger scale, then a regular ser- 
vice man, providing he is also a 
good salesman, will prove a valuable 
asset. 

When you tune in your set on the 
sales floor as an “attention getter,” 
make no attempt for enormous vol- 
ume. Adjust the set so that a clear, 
natural, sweet tone is emitted from 
the speaker. Don’t sacrifice tone 
quality and clearness for a _ loud, 
blatant, distorted outburst of noise. 

Then, when Mrs. Smith comes in 
for a new egg beater, call her at- 
tention to the radio set with an 
opening made in somewhat this 
manner: 

“That’s the new John Doe elec- 
tric radio. Just got them in. Don’t 
you think it has a wonderful tone?” 

If interest is shown, offer to in- 
stall the set in her home without 
obligation. After you get the per- 
mission, the sale should be near com- 
pletion. The length of time allowed 
for trial will vary with different in- 
dividuals. Check up on the service 
the prospect is receiving from the 
set, and watch for the opportune mo- 
ment to close the sale. If properly 
handled, not one set in one hundred 
should be removed from a prospect’s 
home without making a sale. 

Radio should be prominently dis- 
played in your show windows. News- 
paper advertising will be found 
beneficial. Window displays and ad- 
vertisements that tie-up radio with 
the broadcasting of political events, 
market news, baseball and other fea- 
tures of vital public interest, are 
aids in lowering sales resistance. 

Hardware merchants who have 
not as yet capitalized on the large 
demand for radio sets will not go far 
amiss by conducting a new radio de- 
partment along the plan suggested. 
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arresting advertisements 





like the one shown on this 






page, now appearing every 





week in The Saturday Eve- 






ning Post, are pointing keen 






public interest toward the 







coming large space an- 


nouncement of the new 










Holmes Electric Refriger- 






ator. Backed by a strongly 






financed, vigorous, ably 


managed Company, the 





Holmes will be marketed 







| under a merchandising 






plan unusually favorable 





to distributors and com- 







munity retailers. In some 






parts of the country a few 






territories are still unas- 


signed. Wire or write. 






HOLMES PRODUCTS, Inc. 
2 W. 46h Street 
New York City 

Works: Bridgeport, Conn. 
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Radio Adds One-Third to 


Store’s Volume 


Arthur R. Sievert looks upon the hardware customers of the store 
as his prospects for receiver sales 


HREE years ago Arthur R. 
Sievert started from scratch 
to build a radio trade in the 
Sievert Department Hardware Store 
at 8925 Twelfth Street, Detroit. This 
year he will reach a volume of about 
$50,000, or one-fourth of the busi- 
ness of the store. 

His equipment in starting this de- 
partment was his knowledge of ra- 
dio. Like all young men of a me- 
chanical turn of mind he had been 
interested in this unusual form of 
communication. When he became 
convinced that practically every fam- 
ily was a prospect for one or more 
radio receivers and that several hun- 
dred such families made frequent 
hardware purchases at the Sievert 
store, he decided this was a great 
field of operation. 

So he intensified his studies and 
. included the radio industry as well 
‘ as communication technicalities in 
his field of investigation. Also the 
best methods of selling radio. 

Then came the radio department 
in the family store—for the Sievert 
Hardware Department Store is a 
family venture in a good residential 
section of Detroit, four miles from 
the chief shopping center. The prin- 
cipals are Arthur H. Sievert, Mrs. 
A. H. Sievert and their son, Arthur 
R. Sievert. Mr. Sievert, senior, 
looks after paint, tools and similar 
lines; Mrs. Sievert, the house fur- 
nishings and toys, and the son is 
buyer for sporting goods and radio. 

One of Mr. Sievert’s first conclu- 
sions was that radio must be shown 
in homelike surroundings to get the 
best appreciation. He selected for 
his display room a balcony extending 
across the store room, 60 feet long by 
12 wide. Home finish walls, throw 
rugs, easy chairs, floor and portable 
lamps, end tables, decorative objects 
—fiowers and the like—supply the 
homelike atmosphere. By arrange- 
ment of furniture, a room effect is 
created. around any instrument. 


Also the balcony location is of 
easy access and removes the cus- 
tomer from annoyance of other shop- 
pers. Numerous outlets in the base- 
board provides means for demon- 


Arthur R. Sievert 


strating any receiver without hunt- 
ing around for a connection. 

The next thing was to get buyers. 
And that was easy, too, only it re- 
quired intelligence and persistency. 

Mr. Sievert never forgets the idea 
that this radio department was added 
to the store to supply a more com- 
plete service to the store’s customers 
and that these customers are his 
natural sales prospects. So the pro- 
motion of the radio sales becomes a 
part of the regular promotion work 
for the store. The regular customer 
lists were used, space in the monthly 
store bulletin was given to the de- 
partment and some special broad- 
sides were mailed. 

An entirely different line of pro- 
motional work has led to advertising 


occasionally in the daily papers and 
in the radio sections. The idea be- 
hind these advertisements is to at- 
tract new customers to the store. A 
sale of a radio receiver to someone 
not counted a customer of the store 
is not regarded as merely a single— 
even if a very good—sale. It is re- 
garded as an opportunity to make a 
new customer for the store, and the 
radio installation, service and every- 
thing pertaining to the deal is built 
on this basis. 

Selling a radio set to a customer 
who comes in and asks for it is not 
considered much of an accomplish- 
ment in the Sievert store. This is 
regarded as being due to the repu- 
tation the store has built for satis- 
factory service, its regular promo- 
tional work and other incidents of 
this sort. The emphasis is placed 
upon creating sales opportunities. 

Never has young Mr. Sievert lost 
sight of the fact that he planned this 
radio department to sell to the regu- 
lar customers of the store and it is 
these people who come in to buy fish 
hooks, nails, dishpans and padlocks 
who are made the basis of the sales 
effort. 

Mr. Sievert spends as much time 
as possible on the floor and as he 
waits on these customers or greets 
them as they purchase from other 
sales people, he talks to them about 
radio—NOT about buying a set. No, 
indeed! He just talks to them about 
new accessories, broadcasting pro- 
grams and the thousand and one 
things there are in radio to talk 
about. 

It is an effort on the part of Mr. 
Sievert to place his knowledge of 
radio—which is his specialty—at the 
disposal of every one of the cus- 
tomers of the store. Perhaps this 
customer is having difficulty getting 
a certain station. That is something 
to talk about. Perhaps .*- cus- 
tomer’s interest has been arouseu '” 
dynamic speakers. 


















And as these subjects develop in- 
terest, the customer is taken up to 
the balcony where a demonstration 
can be made. There may be no sug- 
gestion of a sale. In fact, it is en- 
tirely likely that Mr. Sievert has no 
intention of selling this person the 
thing they are talking about. 

He may know that this person has 
a low priced or old receiver. His 
plans are to sell the visitor a $500 
set, one that will be in keeping with 
his home and ability to buy. Many 
times it is very poor policy to permit 
the prospect to suspect this inten- 
tion and so, while the various sorts 
of speakers are being discussed, the 
visitor is placed before the type of 
set that has been selected for him, 
but nothing is said about it. The 
visitor is permitted to make his own 
discovery that the set being demon- 
strated as merely incidental to the 
ostensible object of the visit is the 
ene that will best serve his purposes. 

This whole campaign among the 
store’s customers is conducted on a 
basis of getting the customers to 
become familiar with the radio de- 
partment and with the stock shown 
there. 

Mr. Sievert finds that it is almost 
as easy to sell a high priced set as a 
low priced one. Of the 20 demon- 
stration models on the floor, only 
two or three or four sell for less than 
$250. The highest price is $575. It 
is found that the more money people 
spend, the more discriminating they 
become in selection. The large num- 
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Customers on the main floor can see the radio display but do not dis- 
turb a demonstration 


ber of models gives a wide price and 
design range. A few of the lower 
priced models serve those needs. 
“If you show a prospect a $100 
set first and then a $250 set, he be- 
comes scared. So we start with the 
$575 and work down and by the time 
we get to $250 the prospect is not 
thinking so much of the actual price 










as of the fact that the set is less 
than half the price of the first one.” 

Store traffic—pure and simple— 
has supplied about 25 per cent of the 
sales. These are people who buy at 
the store and believe in it. 

The 75 per cent of the sales are 
the result of suggestion, building on 
the reputation of the store. 





Home-like  sur- 
roundings can 
be arranged for 
each set 
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N my opinion, this consolidation is one of the most con- 

structive moves that has been made in the radio industry 
in some time. It is in keeping with the trend in other in- 
dustries that has proven sound and has been beneficial to the 
public at large, as well as the trade. This move means more 
economical management and will reflect itself in additional 
profits to the dealer and even higher quality goods to the 
consumer. The identity of both lines will remain unchanged 
as to policy—the only change will be improvement of pro- 
duct wherever it can be possibly effected by the combined 
efforts of both organizations. 


C. A. EARL, President, Chas. Freshman Co. and 
Chairman of Board of Directors of 
Freed-Eisemann Radio Corporation. 


T has been a great pleasure for those associated with the 
management of the Freed-Eisemann Radio Corporation 
to have been able to play their part in bringing about this 
consolidation with Freshman. These two lines represent 
many of the best accomplishments in radio history and the 
consolidation will make it possible for both organizations to 
contribute to the improvement of each other so that we may 
give the trade and the radio buying public even better value 
for their money than we might have through our individual 
efforts. I consider this move of distinct value to Freed- 
Eisemann distributors and dealers. 


JOSEPH D. R. FREED, President of Freed-Eisemann Radio 
Corporation and Vice-President and 
= ed the Chas. Freshman Co. 
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Why? 


HIS combination of two of the leading radio manufacturers will 
add materially to the strength of each and will make possible a 
greater and more comprehensive service to the trade and the consumer. 





It will mean great savings in management and production which in 
turn can be utilized for the development of both lines in many con- 
structive ways that will make possible greater profits for dealers. 

The identity of these organizations will remain unchanged as the chief 
objective of this merger is an even finer quality of product through 
the unification of management in sales, engineering and production. 

Both Freshman and Freed-Eisemann lines will continue to be manu- 
factured and sold as heretofore, and the dealer holding a franchise for 
either will find it a still more valuable asset during the coming year. 

The sales organizations of both divisions will be very glad to answer 
any inquiries from Distributors or Dealers relating to product and 
policy. It is our intention to make the Freshman and Freed-Eisemann 
Dealer Franchises the most valuable in the radio industry. One may 
still be available in your territory. Write or wire today. 

The executive personnel of the consolidation is: 

C. A. Earl, President, Chas. Freshman Co. and Chairman of Board 
of Directors of Freed-Eisemann Radio Corporation. Joseph D. R. 
Freed, Vice-President and Director of Chas. Freshman Co. and Presi- 
dent of the Freed-Eisemann Radio Corporation. Arthur Freed, Vice- 
President and Director of Chas. Freshman Co. and Vice-President of 
Freed-Eisemann Radio Corporation. W. J. Keyes, Vice-President and 
Treasurer, Chas. Freshman Co. and Treasurer, Freed-Eisemann Radio 
Corporation. Arthur A. Trostler, Vice-President, Freed-Eisemann 
Radio Corporation. Leo Freed, Vice-President, Freed-Eisemann 
Corporation. Harry A. Beach, Vice-President, Chas. Freshman Co. 
George Eltz, Vice-President, Chas. Freshman Co. 


CHAS. FRESHMAN CO., Inc. 
240 West 40th Street » New York, N. Y. 


FRESHMAN 














OUR ULTIMATE RADIO 
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In the Lominack store the profitable the profit making lines are given prominence 


in the merchandise displays 


Outlet Installations Point Way for 
Appliance Sales 


Lominack Hardware Co. finds licensed electrician profitable as 
worker and as making merchandtse sales possible. 


INGING up five dollars on the 
R= register may mean mere- 

ly that a five-dollar transac- 
tion has been made, or it may mean 
a great deal more. 

If the five dollars happens to be 
paid for the installation of a con- 
venience outlet it means, in addition 
to the profit on the job, the sale of 
a table or floor lamp, an electrical 
appliance or a fan, and is the enter- 
ing wedge for the sale of an electric 
refrigerator, an all-electric radio re- 
ceiver or some other major appli- 
ance. 

At least, that is the way they see 
it in the Lominack Hardware Com- 
pany store at Newberry, S. C., where 
they find it profitable to employ a 
licensed electrician who spends his 
time installing convenience outlets, 
wiring old and new homes, making 


‘ 


extensions to the wiring of old 
homes, and installing and servicing 
electrical refrigerators, radio re- 
ceivers and the other things electrical 
this store sells. 

Charging the usual price for work 
of this kind, the store realizes a 
profit on the work of its electrician, 
and a larger profit on the supplies 
sold in connection with his work and 
as a follow-up, for every wiring job 
handled means a sale of something 
electrical and a better customer for 
appliances. 





Many Outlets Lead to 
More Appliance Sales, Is 
Lominack Slogan 





If the customer wants, say, 4 
bracket light or two in his living 
room, the wiring job is a small one, 
but the store makes a merchandising 
profit on the electrician’s work, the 
wire and other material used, which 
is charged up at regular retail price, 
the lighting fixture or fixtures used, 
and the lamps that go into the 
sockets. 

Convenience outlets are installed 
at $5 each and usually it is not diffi- 
cult to persuade a house owner who 
orders one to permit the electrician 
to install several while he is working 
in the home. Outlet orders are the 
outgrowth of a desire for more conl- 
venient use of a portable lamp oF 
some electrical appliance, and this 
sale goes along with the mechanical 
work and usually leads to more sales 
as the home owner realizes how much 
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comfort can be gained by the conve- 
nient use of lamps and appliances. 

In this community, a special power 
rate is granted for refrigerator and 
similar uses of current, so it is profit- 
able for the home owner to have a 
special outlet installed. On the basis 
of this, it is easy to persuade the 
home owner that it will be profitable 
to have other outlets installed on this 
power line, so that ironing and other 
heavy duty uses of electricity will 
go on this rate. This gives rise to 
some good-sized outlet installation 
orders. 

The installation of an outlet is 
likewise part of the sale of the all- 
electric radio set and the customer 
can often be induced to let the elec- 
trician put in perhaps several other 
outlets while he has his tools in the 
house. 

This store recognizes four leading 
money-makers—electrical goods, 
housefurnishings, sporting goods and 
shelf hardware—and in remodeling 
the store recently the first aim was 
to give the best display possible to 
the profitable goods. 

And of the four money-makers, 
chief display has been given to the 
electrical line. 

Coming into the store, one sees 
electrical appliances and equipment 
in every direction. There are small 
electrical appliances to the right and 
to the left, and the same is true of 
radio. Electric refrigerators are 
shown near the entrance during the 
spring and summer. Table lamps, 
fans, and a lamp display are in their 
appropriate places. Something of 
the electric line is shown in one of 
the windows most of the time. 

Electrical supplies, sockets, 
switches, porcelain tubes, wire and 
similar merchandise are sampled on 
wall panels and the stock kept be- 
hind these panels. A small room up- 
stairs is used for the supplies of the 
store’s electrician and the stock from 
which other electricians of the town 
are supplied. 

A limited stock of lighting fixtures 
is shown in a corner at the rear of 
the main salesroom, with the kitchen 
units, brackets and bathroom lights 
displayed in floor cases. No effort is 
made to carry a complete line of 
lighting fixtures, but there are fre- 
quent calls for inexpensive units for 
use in old homes where the elec- 
trician handles little jobs, and the 
sales return a nice profit. 


Electrical Goods Section 


Your Amazing 1929 Prospect 


(Continued from page 103) 


the Christmas rush, the very lowest 
point being the third week in Janu- 
ary. That is natural for a commodi- 
ty that is not an actual necessity at 
that season. If you will take the 
trouble to follow through the weeks, 
it will be found that there is a minor 
peak for the first of each month. 
This represents the cash payments 
on the 25 per cent of the appliances 
that were bought on installments and 
the natural inclination of families to 
buy articles of this kind either at the 
close or the first of the month. There 
are two explanations of this habit: 
some families buy such items as ap- 
pliances out of the savings of the 
month just closed, and others buy 
them during the flush days at the 
first of the month. 

The peak before Memorial Day is 
interesting. It probably indicates an 
activity in the preparation for the 
holiday and also genera! preparation 
for the hot weather. An excessively 
warm wave at this period means tre- 
mendous sales of fans and an urge 
for refrigerators and electric cook- 
ers. The June gift season does not 
make the peak in sales that might be 
expected. 

Following the Memorial Day peak, 
there is a slight summer depression, 
and in September begins a steady up- 
hill pull of fall furnishings and 
cleaning and a marked advance 
toward that peak of all merchandis- 
ing seasons—the Christmas trade. 

It is especially interesting to note 
how articles as useful as electric ap- 
pliances profit by this Christmas 
peak. It indicates a rational buying 
of gifts and it also indicates that 
hardware stores have in the stock 
electrical appliances merchandise 
that will give them a goodly share 
in the Christmas trade if properly 
presented. 

As the stores from which this rec- 
ord is taken do not employ many out- 
side salesmen, but depend upon adver- 
tising, the attractiveness of their dis- 
plays and traffic created by persons 
paying light bills for sales, there 
should not be much difference be- 
tween this sales line than one in a 
hardware store. It is to be expected 
that a store with a regular store 
traffic will smooth out the weekly 
line somewhat, but the heavy or sea- 


sonal line should remain about the 
same unless there are local condi- 
tions that affect the trade. Commu- 
nities where the income is seasonal, 
such as cotton, wheat or corn, will 
have greater seasonal peaks. Wage 
earning and dairy communities 
should conform to this average. 

Electrical appliance production fig- 
ures over a period of years show that 
the trade as a whole is growing 
steadily but that certain lines have 
slipped at times. An intensive study 
shows that items have slipped at a 
period when utility company stores 
have shown a lack of interest in 
them. The utility policy in sales has 
been—speaking generally—to push 
new appliances during the pioneering 
period. Once an appliance is well 
introduced, the utility sales depart- 
ment apparently loses interest. 

In plain terms, the utility has es- 
tablished a good item of merchandise 
and no one picks it up to the extent 
of maintaining the sales pace already 
set. Especially is this noticeable 
since there has been a more or less 
let-down in the house-to-house sell- 
ing by concerns with no local con- 
nection. 

Hardware merchants—as a rule— 
have taken the competition of the 
utilities much too seriously. They 
have taken too much note of the en- 
ergy, terms and activity of the utility 
sales campaign and too little of their 
own possibilities. Many of them 
have not noted the activities of the 
utility to an extent that they have 
not realized when the utility relaxed 
their efforts on a particular item. 
This merchant has also failed to 
note that each effort of the utility 
made it easier for him to sell. 

Regardless of all reasons, actual 
or theoretical, there is an opportu- 
nity for an amazing volume of busi- 
ness for those who will quit watch- 
ing the other fellow and go after 
what he can get. Mr. Greenwood 
and Mr. Whitwell, spokesmen for 
their respective utility field, have 
asked the help of the hardware mer- 
chant. Mr. Whitwell’s challenge, 
printed on these pages recently, was: 

“We are selling only 10 per cent 
of the possibilities; will you sell the 
90 per cent?” 


Bets ere 
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Christmas Lighting Adds to Holiday Spirit and Buying 


The merchant who starts happy practice in his community 
will reap a harvest in the more liberal buying 


ECEMBER 10 is a good date 
D to start Christmas lighting 
at your home or store. 

If- you will start the movement 
about that date, a good many of your 
home and business neighbors will 
follow your example. 

The cost to you will be slight. You 
will get from it the pleasure of join- 
ing in the holiday spirit and you will 
help to enliven the Christmas spirit 
and gift buying in your community. 

Wherever the Christmas lighting 
practice has been promoted, the 
cheerfulness of these displays has 
had a marked effect on the com- 
munity. Last year the Laymen’s 
League, a non-sectarian church pro- 
motional society in Flushing, N. Y., 
promoted Christmas lighting in that 


ing outfits or, at the most, a dozen 
25-watt lamps. 

There are many reasons for this 
tendency. As the popularity of the 
practice grows, it must come within 
the means of the people. Large num- 
bers of people cannot afford elaborate 
layouts. Also the light and power 
companies do not want too many 
large displays. 

The light and power company is 
usually running at about capacity at 
the holiday season. Both stores and 
homes are using extra lights during 
the day and evening hours and in- 
dustry maintains activity until 
Christmas Day. The use of elaborate 
lighting displays and flood lighting 
requires special installations and 
makes heavy demands on current. 


placed over the entrance or other 
suitable place. 

Electric candles and lighted wreath 
in the windows. 

Light trimmed shrubbery on the 
lawn. Either a natural tree or bush 
or one set for the occasion will serve. 

Strings of colored lights along the 
porch. 

Festooning strings of colored 
lights along the eaves of the house. 
Colored lights in flower boxes. 

Decorated and illuminated Christ- 
mas trees. 

Illuminated Christmas bells. 

This practice is not really a new 
one, but it is being better and more 
generally done than formerly, be- 
cause there is better equipment. As 
long as the writer can remember and 


Designs worked out with a few lights rather than complete lighting of the building is suggested this season 


community. The increased attend- 
ance at the various religious meet- 
ings over Christmas Day and season 
apparently justified the effort. It 
was merely incidental that the mem- 
bers of the League later learned that 
merchants selling lighting supplies 
and outfits reported an increased 
business. 

We said in the preliminary state- 
ment that Christmas lighting at your 
home store would not cost much. 
That is the present tendency. During 
the first few years of the Christmas 
lighting vogue, quite elaborate lay- 
outs were made. Each year the 
tendency has been to smaller dis- 
plays. This year the big demand 
apparently is for the miniature sets, 
the improved Christmas tree light- 


This year the word has gone out to 
discourage flood lighting and the 
elaborate displays but to encourage 
many of the smaller displays. 

The Society for Electrical Devel- 
opment’s nation-wide contest recog- 
nizes a display of seven lights as 
adequate. That can be one string 
of the series of Christmas tree 
lights. 

The merchant who sets an example 
of Christmas lighting at his home 
or his store will be the one to reap 
the harvest. There are many meth- 
ods of obtaining light decoration be- 
sides elaborate strings of large 
lamps. The merchant can suggest 
to: customers: 

A lighted wreath with a star or 
red lamp in the center. This can be 


so long before that no one knows the 
beginning, it has been the practice 
to place the home Christmas tree 
near the window. The handicap of 
this practice was that the candles 
could not be kept lighted for long 
periods. The electric lamps can be 
kept lighted at will. And did you 
ever figure how little it costs to keep 
a string of 15 or 25-watt Jamps 
lighted? 

ONE THING TO REMEMBER: 
In using or selling lamps for outdoor 
use, be CERTAIN to recommend the 
use of the rubber insulated wire and 
the rubber insulated outdoor sets of 
miniature lamps. 

This outdoor equipment will with- 
stand rain and snow and is safe and 
economical. 
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THE TRADE MARK KNOWN IN EVERY HOME 





You Still Have Time 
But Hurry! 


Millions of four-color advertisements, the first 
of a series of UNIVERSAL colored ads, have ap- 
peared in the leading national magazines this fall, 





announcing in every city, town and village that 
“through improved manufacturing processes and 
mass production, UNIVERSAL Electric Appli- 
ances can again be had at the low prices prevail- 
ing before the war when a dollar had nearly twice 
the purchasing power it has today.” 

The majority of people will be buying their 
Christmas gifts within the next two weeks. Your 
customers will expect YOU to have a fu!l stock 
of UNIVERSAL Electric Appliances. What 
folly to risk disappointing them! 


Don’t Lose Out 
Wire Your Jobber Today! 


Landers, Frary & Clark ..... coxsrericur 
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Philadelphia Electrical Show Attracts 
Widespread Attention 


HE Electric Club of Philadel- 
phia has set a new goal for 
commercial electric organiza- 
tions in the conduct of the Electrical 
and Radio Show at the Commercial 
Museum building in that city last 
week. Some notable features of this 
show were: 

One of the largest exhibitors was 
a hardware jobber—this exhibit oc- 
cupying ten spaces and being the 
largest unit exhibit in the show, also 
displaying the largest variety of 
merchandise. 

The public utility exhibits not a 
dominating feature. 

Entertainment features balanced 
between the wonders of electricity 
and the practical values in everyday 
affairs. 

An unusual and lavish decorating 
scheme showing possibilities of light- 
ing. 

No fakirs, peddlers or other sordid 
touches. 

The show opened Nov. 17 for the 
afternoon and evening and all of last 
week. Beginning Tuesday, it was 
necessary to close the doors one or 
more times each evening because the 
building was overcrowded. Toward 
the end of the week, a delegation of 
exhibitors asked that the show be 
continued another week. Many ex- 
hibitors inquired if signatures were 
needed to space contracts to assure 
a show next year. 


The committees of the Electric 
Club had brought into the manage- 
ment of the show representatives of 
every branch of electrical work. The 
decorations were planned by the the- 
atrical interests of the city and the 
lighting equipment supplied by local 
contractors and manufacturers’ rep- 
resentatives. 

As a publicity feature, a battery of 
36 giant searchlights were used to 
throw a rainbow over the city each 
night. This battery was rated at 
about two billion candle power. The 
heat from it was’ so great that a 
hawthorn tree some 15 feet distant 
thought it was spring and came into 
bloom before the week was over. 

The show was governed by the 
rules published by the National Elec- 
tric Manufacturers’ Association. 
Delegations from that organization, 
the N. E. L. A. and several nearby 
cities were present during the week 
and expressed approval. 

The Electric Club of Philadelphia 
admits to membership any reputable 
business that is interested in elec- 
trical promotion. E. E. Hedler, of 
the Wiremold Co., and a vice-presi- 
dent of the Electric Club, was gen- 
eral chairman of the Show Commit- 
tee. George Maertz of the Westing- 
house company was chairman of the 
publicity committee. 

The Supplee-Biddle display, along 
the wall at the right of the entrance, 


occupied ten spaces and attracted 
much attention. A general descrip- 
tion of this display will indicate the 
interest of a hardware jobber in an 
electric show. 

Over the aisle in front of the dis- 
play were many strings of Christmas 
lamps and the firm name was a 40- 
foot sign done in red miniature 
lamps. The overhead lights of the 
display were notable for interesting 
box shades over the lamps. 

On the floor space were console 
radio sets, “easily built” mountain 
tracks for electric trains, tables with 
Christmas lamp displays and radio 
accessories, washing machines, vari- 
ous types of floor lamps and wall ex- 
haust fans. 

Over the long shelf and wall ex- 
hibit was an electric auto track with 
a toy auto making constant trips 
back and forth. On the shelves were 
table radio sets, transformers and 
similar accessories, electric trains 
and erectors, juvenile electric, chem- 
ical and tool chests, a complete line 
of batteries, incandescent lamps for 
all purposes, radio tubes, electric 
clocks, wiring supplies and cords, 
clamp type lamps, electric egg cook- 
ers, complete line of table appliances. 
During the Navy-Princeton football 
game, radio reports were received in 
sotto-voice so as not to disturb other 
exhibitors or even people in the ex- 
hibit who did not care to listen. 
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New Goods to Sell 


tan silk lined box with black and gold 
decorations. Attractive gift outfit. 
Landers, Frary & Clark, New Britain, 





Supplies Co., 17 and Cambria Sts., 


Fleodlight Lantern Philedelphia, 


Sprayer Attachment for Cleaner 


While this sprayer is designed espe- 
cially for the Premier cleaner, it will 
operate with practically all standard 
cleaners. Instant change from coarse 
spray to fine mist. Used for paints, 
lacquers, oils, disinfectants and the like. 
Price $3.50. Electric Vacuum Cleaner 


Golden Glow lantern floodlight is 
useful in many circumstances, such as 
light for garage entrance or about in- 
dustrial plants or for outside display of 


Co., Cleveland, Ohio. 


Attractive Toaster Package 
An especial holiday package includ- 


stores. Made with 9 and 14-in. reflec- 
tors, smaller using 300 or 400 watt 
lamps, larger 750 to 1500 watt lamps. 
Decorative design. Electric Service 


ing nickel toaster with ivory antique 
casein handles and feet, push button 
switch attachment plug, is supplied in 





For Holiday Decorations 


Hygrade Colored Lamps 


Eight strikingly handsome ‘colors, ready 
for decorating with light stores, public build- 
ings, churches, clubs, hotels, community 
Christmas trees, grounds of private estates 
and show windows. 


- mee oF = 


Decorating with Light— Colored Light—is rapidly be- 
coming the popular expression of the Holiday Spirit. 


The store with Hygrade Colored Lamps in stock 
will make the sales. 


ee i 


Illustration shows cardboard dis- 
play frame, W 29, designed par- 
ticularlyto sell Hygrade Colored 
Lamps. Order direct or through 
your jobber, 


HYGRADE LAMP CO 


GENERAL OFFICE 
AND FACTORY 


SALEM Mass 


Licensed under General Electric Company’s Incandescent Lamp Patents 
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A Common Sense Test for Irons 


As irons are made to iron, why not test them yourself for troning 
qualities and for reasonably good workmanship? 


OST electric irons on the 
M. market today are good 

irons. A few are not. 
There is no excuse for a manufactur- 
er putting on the market today a 
poor iron and there is not much ex- 
cuse for a dealer selling a poor one. 
The tests of a good iron are well 
established and several of them the 
merchant can make in his own store. 

First of all, any hardware dealer 
must be a fair 
judge of metal 
fabricated arti- 
cles. He should 
be able to tell in 
even a_ hurried 
examination 
whether or not 
an iron is well 
made. This cov- 
ers such points 
as a well finished 
iron, the plating 
and its general 
appearance. If 
the handle is well put on and the plug 
fits well. Is the handle comfortable 
to hold? 

Too many dealers have regarded 
an electric iron as a thing apart 
because it is électrical. Merely be- 
cause an iron is heated by electricity 
is no excuse for not judging it by 
ordinary standard of good manufac- 
ture as well as electrically. 

Any dealer who has sold electric 
irons over a period of years (and 
every hardware dealer whose store 
is in a community where electricity 
is available should have done so) has 
a standard of judgment of the per- 
formance of a good iron. Several 
well known brands have been good 
irons over a period of years and 
these have set a standard for rea- 
sonably quick heating, of handle tem- 
perature and of overheating. These 
points can be judged to some extent 
by merely heating the iron and hold- 
ing it in your hand for a time or 
picking it up from time to time 
during the heating process. 

We once heard a merchant say 
that he had never turned the heat 


Scorch 


into any iron that he sold. This 
man’s faith in the manufacturers, 
the salesmen or the combination of 
salesman and maker was certainly 
sublime, but not at all practical. And 
then to think how much he had over- 
looked in salesmanship. If he had 
never let a woman pick up a heated 
iron in his store, he certainly had 
not used the best salespoint available. 
Women use heated irons, not cold 


tests made on blotting paper by heated irons 


ones and they want to feel the heat. 

One very important quality of an 
iron is the heat distribution over the 
soleplate. It is never safe to assume 
that merely because the manufac- 
turer has made an iron and placed it 
on the market it is perfect. 

Probably every woman knows that 
the tip of the iron must be hot, else 
she cannot do a good job of ironing 
in the corners of the garment. Every 
hardware merchant:should know that 
a hot tip is a requirement. 

On this page is shown a heat or 
scorch test of five irons bought on 
the open market. The test is made 
by scorching blotting paper and the 
result is evidence of the distribution 
of heat. Any merchant can make 
this test with fair accuracy. If the 
merchant lacks a standard, scorch 
tests made with irons that give sat- 
isfactory use will supply that stand- 
ard. Certainly no woman who has 
regard for the quality of her iron- 
ing or regard for her own strength 
would select the irons that made the 
second and third impressions. 

The tests shown here were made 


by the Electrical Testing Labora- 
tories of 80th Street and East End 
Avenue, New York City. The Lab- 
oratories were established more than 
30 years ago for testing all sorts of 
electrical materials and since 1920 
have been testing irons and other 
household appliances. 

- Many of the appliances tested are 
sent to the Laboratories by manu- 
facturers who want an impartial 
test to support 
tests made in 
their own engi- 
neering depart- 
ments. Some of 
the larger stores 
and some pub- 
lic utilities send 
appliances for 
test. There must 
be, of course, a 
considerable vol- 
ume of merchan- 
dise to justify 
the expense of 
these tests. Jobbers who are tempted 
to experiment with appliances offered 
at a price can well afford to have 
such tests made before undertaking 
distribution of unknown merchandise. 

The Laboratories tests cover many 
points. There has been much in- 
terest lately in tests to show to what 
extent an appliance becomes electri- 
fied while in operation. This reflects 
the quality of the insulation of the 
element. . Generally speaking, the 
appliances of today make an ex- 
cellent showing in that regard. 

One of the most usual tests called 
for is regarding the amount of elec- 
tricity used over a given period of 
time. In order to make such a test 
on a basis of an iron in use, the 
Laboratories designed a calorimeter, 
consisting of a small copper tank 
through which water is circulated, 
and upon top of which the iron rests. 
The water flowing under the iron is 
brought to a temperature that com- 
pares with the temperature of clothes 
to be ironed. Merchants cannot, of 
course, make tests like that, but they 
can make worth while tests. 
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47 Points for Selling Electric 
Cleaners 


AS A CLEANER 


won 


So > 


COON NS & Pr 


. Rugs and Carpets 
. Upholstery 


. Drapes and Curtains 


. Hot Air Registers 
Lamp Shades 


. Pillows 


. Mattresses 


. Clothing 


. Furs 

. Clothes Closets 

. Cupboards 

. Dresser Drawers 


. Bedding 


. Cobwebs 

. Books 

. Bookcases 

. Stairs 

. Baseboards 

. Doors and Mouldings 
. Bed Frames 


. Lighting Fixtures 
. Automobiles 


AS A BLOWER 


. For Cleaning Radiators 
. For Cleaning Windows and Door Screens 
. For Cleaning Pianos 


. Air Rugs 
. Drying Hair 


. Renovating Pillows 


AS A FLOOR POLISHER 


1. Cleans Bare Floors 
2. Cleans and Polishes Linoleum 


et et 
aor r wn = O&O 


8. Cleans and Polishes Waxed Floors 


AS A SPRAYER 


. Moth Proofing Clothes, Furniture, Rugs 
. Disinfecting 
. Vermin Exterminating 


SONOMA PWN 


. Kill and Drive out Flies and Mosquitoes 
Deodorizing 


. Spraying Flowers and Shrubs 

. Spraying Household Pets, Dogs, Cats 

. Painting Wicker Furniture and Radiators 

. Spraying Lacquer and Quick Drying Enamels 
. Multiple Color Work, Tinting, Stenciling 


. Coating of Flowers with Preservatives 


. Dyeing of Clothes and Fabrics 

. Applying Oil to Automobile Springs 

. Cleans Motors with Gasoline or Kerosene 
. Oiling Floors and Other Large Surfaces 
. Dampening Wall Paper Before Removing 


The salesman who successfully brings this versatility 


before the housewife and her husband can hardly fail 


to 


make good when he has the backing of a reputable 


merchant of the community. 


Electrical Goods Section 











F a better tube could be 
built it would bear the 
name TELEVOCAL. Tele- 
vocal Quality Tubes are 
made in all standard types. 


Write for full description and 
prices 


Televocal Corporation 
Televocal Building 
Dept. F-7, 588—12th Street 
West New York, N. J. 





Quality Tubes 







































Toasts Sandwiches 

Broils Bacon— Makes French Toast 
Toasts Bread 

Bakes Batter Cakes 


























Right At The Table 





Fo Christmas—this wonderful new Empire Sandwich Toaster 
—that makes crisp, golden brown, ready-made sandwiches 
right at the table. And when the top is laid back the Toaster 
becomes an efficient grill. Ideal for breakfasts—lIuncheons— teas 
— parties. A fast seller. Write for the folder. 


METAL WARE CORPORATION 
General Offices and Factory +» TWO RIVERS, WIS. 
Minneapolis 


Chica: > - 
New York Gurne> pay wo ee 
San Francisco Philadelphia 


EXPORT DISTRIBUTORS 
International General Electric Co. and John H. Graham & Co., Inc. 
SOLD 7s Fa 0 UU @GHRiy68t8 88 RS 
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Electric Cookery on Farms 


HERE power lines reach into the farm sec- 
\ \ tions, there is a good demand for major electric 
cooking appliances. The busy farm housewife 
fully appreciates the accuracy and trouble saving quali- 
ties of this method of cooking. In the C. R. E. A. bul- 
letin “Electricity on the Farm” detailed figures of the 
cost of cooking for the average family are given from 
Alabama, Illinois, Kansas, Minnesota, New Hampshire, 
Washington and Wisconsin. The photograph on the 
cover page of the ELECTRICAL GOODS SECTION shows a 
typical farm range installation. 


Have you distributed the Christmas dealer helps? 


Christmas Sales 


OME of the smartest merchandising stores in New 
S York began building directly for the Christmas 

gift trade early in November. Placards mentioned 
the advisability of selection of gifts while stocks were 
complete. All during November these displays were 
built up. At this writing they are still growing. 
These displays included much stock from the regular 
lines of the store dressed up with ribbons and Christ- 
mas cards. Interviews with merchandise managers of 
these stores are proof that this early building for the 
gift trade is well worth while. Make note of thig for 
next year. 


Have you planned just how you are going to use 
the Christmas show cards? 


Gifts from Regular Lines 


T has been interesting this season to note the ex- 
i] tent that hardware merchants are grouping mer- 

chandise from their regular lines in gift displays. 
There are many items in the average hardware stock 
that looks more or less commonplace in every-day dis- 
play, but which make a luxury appearance when prop- 
erly placed in the holiday decorative scheme. Beauty 
is desirable in gifts. The surroundings often have 
much influence upon the appreciation of beauty. The 
holiday display brings out the beauty that has been 
overlooked in the more or less prosaic regular display. 


Are you showing some of your appliances in gift 
packages? 


Next Year 


FTER Christmas comes the New Year. At that 
A period it is popular to begin over. New books 
are opened and resolutions are made. It is rea- 
sonable that the merchant should make his resolutions 
at that period, for he is beginning over after the peak 
of selling. If he is a wise merchant, he will on January 


1 begin working to the Christmas peak for the next 
year. He will add to his lines with a view of selecting 
merchandise that will figure in the next great buying 
peak. At no time during the year should a merchant 
forget what is coming in December. 


Are you sure you have enough holiday boxes and 
paper for properly wrapping gift packages? 


Boost the Winner 


HEATRICAL folk have an advertising axiom of 

| “boost a winner.” When a play attracts and 
pleases people, they get behind it with money and 

put it over. If in the first few days, a play interests 
only a few persons, they let it work out its own failure. 
They do not attempt to “turn the tide.” We have seen 
merchants plug a line of narrow appeal and neglect 
lines of universal appeal, and we wonder why. It would 
seem that good merchandising would be to push the 
article in the store that every one buys, and make the 
articles that only a few buy secondary to such a leader. 
The leading merchants do this, while many of the fol- 
lowing merchants neglect universal merchandise and 
try to reach volume and success on something of limited 


appeal. 


Is your second or third mailing for Christmas 
merchandise ready for your list of customers? 


The Outlet Drive 


HE electrical industry has been making a very 
special drive to interest electrical contractors and 
others doing house wiring in selling additional 
outlets in the homes. Many hardware stores do this 
sort of work through an electrical department and by 
the employment of a licensed electrician. Whether or 
not the merchant does this work, he should do all in his 
power to promote this outlet drive. More outlets in a 
home mean more sales of appliances. 


Have you planned a lighted Christmas tree for 
the front of the store? 


What Outlets Mean 


ONSIDER for a moment what many outlets in a 
+ home mean to the sale of electric appliances. 
Suppose you were the housewife and every time 
you used the iron, percolator or cleaner you had to un- 
screw a lamp to get a place to attach the appliance! 
The other alternative is the double or triple socket and 
that means cords swinging about the room. Suppose 
you make inquiries and learn how many of the homes in 
your community have only wiring for lighting and then 
you will realize under what a handicap electrical ap- 
pliance merchandising has been placed. 





Electricity 
in the 


Dairy 


Electricity does much of the work in this dairy 
equipped by the Public Service Company of North- 
ern Illinois. With an electric milker, one man does 
the work of several in an unequipped dairy at much 
less cost. The portable beauty shop enables one 
employee to care for many animals 





Above are two motors in a glass case. One pumps 
water through the milk aerator, the other operates 
the refrigeration unit. Food and water are served 
the calves by electricity. Below is shown the light- 
ing scheme. Specific information regarding this 
equipment can be obtained from Richard Boonstra, 
Agricultural Engineer, 72 Adams Street, Chicago 


® 
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After Christmas Window Display Suggestions 


Usually the window display man is almost with- 
out ideas after the Christmas rush. He has been 
working at high speed and has had many things to 
do in addition to arranging window displays. On 
this page we present two easily arranged displays. 
For the above window, the washing machine has 
been taken apart to show “what makes it wash.” 
The display was arranged by the Crystal Park 
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Hardware Co., Canton, Ohio. Both electric and gas 
engine powered machines are shown and many peo- 
ple stopped to look and talk and some to buy. Below 
is a solid comfort window, good for any cold season. 
The window is adapted to radio, heaters, lamps and 
other comfort-making merchandise. It is by the 
H. M. Price Hardware Co. and it produced worth 
while results. 
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Balancing the Year’s Volume 


L. TRICH, sales manager of the A. C. Gilbert Co., 
, tells in a recent issue of Printers’ Ink the inter- 
esting story of how the Gilbert company has accom- 
plished the balancing of a very irregular annual volume. 

The Gilbert company was formed to manufacture toys, 
especially the Erector sets. In 1914 it was realized that 
the line of toys was pretty well established in the mar- 
ket and also that the development of the business prob- 
ably would be pretty much along the line that had been 
experienced to that date; which meant that the returns 
would come in chiefly during the months of October and 
November. 

Mr. Gilbert then began to look about for some item 
that could be manufactured in his plant that would bal- 
ance the returns. His attention was drawn to electric 
fans. After investigations he concluded that there was 
a market for an electric fan that could be retailed for 
$5. The fan was a desirable item for several reasons. 
The busy season was far from that of the toy products. 
The difficult part of the manufacture was the motor, and 
the company had some years’ experience in manufactur- 
ing small motors used in the toys. Four reasons were 
set up: 


“First of all, it would enable us to continue making the 
motor, with which we had had experience. There would 
be no need to invent a new item and build up new produc- 
tion facilities. 

“Second, it would allow us to keep a steady production 
flow throughout the year of a product which we needed for 
toys, particularly during a certain few months. 

“Third, and as important as any, we should get a con- 
sistent cash turnover: instead of finding income heavy at 
one period and. light at most others. 

“Fourth, we should be able to keep our salesmen busy 
on a much more even schedule and at considerably less cost 
— was possible under existing toy-selling conditions 
alone.” 


There were difficulties in the merchandising and the 
growth of the volume on the fan was slow but eventually 
the obstacles were overcome and two years later, in 
1916, a drink-mixing machine was added. This, too, 
was a summer sales item. When it had been demon- 
strated that there was a place for these two items, the 
hardware wholesalers undertook ‘the distribution and 
later the electrical jobbers followed. In some cases these 
items were the foundation of the present electrical de- 
partments of the hardware jobbers. 

Also these two items were the basis of building the 
present Polar Cub electrical appliance line. 

It has been demonstrated by this experience that spe- 
cialty salesmen—such as the company’s toy salesmen 
were—can be trained gradually to effectually merchan- 
dise other products. 

The interest we see in this presentation of the Gilbert 
company problem for the dealer is the basis of adding 
new lines and the reason—the effort to distribute the 
annual business throughout the year. 

Any dealer who will plot his daily or weekly volume 
and note the weak periods, is then prepared to hunt mer- 
chandise to build up this weak point. Next he should 
search jobber catalogs and other merchandise reference 
books to find related merchandise that is seasonable at 
the period he needs volume. 
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Last Call for | 
Sunbeam Holiday Deals 





If you act NOW, there’s still time for you to get in o 
the EXTRA PROFITS offered by our Special Holiday 
SPECIAL PRICE Deals—your choice of the four best 
price deals vou’ve ever seen. 
Ask your jobber’s salesman or wire us for full || 
information. 
} 
unbe The Chicago Flexible Shaft Co. || 
nee macro nhneces Dept. 3, 5600 W. Roosevelt Road, Chicago || 
a 39 Years Making Quality Products 











Insulated Flexible Cords 
Silk — Cotton — Asbestos 


for 
LIGHTING FIXTURES 
PORTABLES 
APPLIANCES 
RADIO 
AUTOMOTIVE 


HATEX 
““Service Cords” 


HATFIELD RUBBER WORKS, Inc. 
HILLSIDE, N. J. 





























HES 
WRINGERS 


with the features of the latest 
washing machine wringers. 


LOVELL MANUFACTURING CO. 
ERIE, PA., U.S. A. 

















Confidence in SPhampion, 


Brand 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 








Consolidated Electric 
Lamp Co. 
140 Maple St., DanVers 


“Licensed under the General Flee- 
tric Company's Incandescent Lamp 
Patents." 
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New Goods to Sell 


Portable Electric Dishwasher 








Now comes an electric dishwasher in 
the familiar outward form of an elec- 
tric clothes washer. It is the same 
type washer that is being installed in 
so many residences as the dishwasher- 
sink. Seven quarts of heated water 
required for complete operation. Elec- 
tric cost is negligible—about 5 cents a 
week. Walker Dishwasher Corp., 
Syracuse, N. Y. 


Dining Table Outlet 








The dining table “Twinlet” solves 
many problems for the woman who 
likes to use appliances at the table 
and objects to many cords. The “Twin- 
let” is packed in attractive box with 
8-foot cord. Makes good merchandis- 
ing display with percolator and toaster 
connected. The Miller Co., Meriden, 
Conn. 


Glo-Guide Tenshler Switches 


These switch handles 
can be seen in the dark. 
Glass rods imbedded in 
bakelite handles are 
treated with radium lu- 
mirous paint. Locator is 
non-detachable. This cut 
used in error in last is- 
sue. Bryant Electric Co., 
Bridgeport, Conn. 








A new line of plugs put on the mar- 
ket by Trico Fuse Mfg. Co., Milwaukee, 
Wis., are unsual in that each amp. 
standard is distinguished by a differ- 
ent color. Brown for 6 amp., yellow 
for 10, blue for 15, pink for 20 and red 
for 25. 





New Barton Washers 


The new line of Barton washers in- 
cludes three models, a popular priced 
electric, a higher priced electric with 
copper tub in steel jacket, and a gas 
engine powered model. The Barton 


agitator is of the submerged type, 
extra wings 


four assure thorough 





agitation and center post, extra thick 
at bottom, keeps clothes from gather- 
ing in center of tub. Wringer locks in 
five positions. Unusual refinements 
are promised on all models by manu- 
facturer. The Barton Corporation, 
West Bend, Wis. 


Home Use Floor Machine 


This floor machiné is especially de- 
signed for home use. It is well bal- 
anced, easy to operate and to change 
brushes for polishing, scraping, buffing 
or sanding. Adjustable handle per- 





mits use beneath furniture. Westing- 
house motor, Norma dustproof ball 
bearings. Merritt Electric Floor 
Machine Co.. Inc., 235 Greenwich St., 
New York City. 


Wall Outlet Range 








This range, full size and of sufficient 
capacity for an average family, op- 
erates from wall socket and sells for 
$98.50, about the cost of installing a 
regular electric range. Features are 
two top elements, oven temperature 
indicator, oven 14 x 14 x 19% in, 
warming shelf. Uses 1320 watts with 
one cord. By attaching cords to two 
circuits can be operated complete at 
2640 watts. No special wiring. Arm- 
strong Electric and Manufacturing 
Co., Huntington, W. Va. 





Dover Junior Irons 





This unusual merchandising pro- 
posal includes three 2%4-pound irons, 
designed especially for ironing silks 
and laces, possible temperatures be- 
ing adjusted to this class of work. 
Each iron—named Bonnie Dover (with 
traveling case) Lingere and Co-ed— 





has an individuality of design. Handles 
and cords in colors. Packed in asso 
dozens—two Bonnies, six Lingere and 
four Co-eds, with complimentary 
dozen of the Lady Dover miniatures. 
The latter sell for 25 cents each. Prices 
on irons run from $1.95 to $3.75. Dover 
Manufacturing Co., Dover, Ohio. 


























